ADVERTISER’S WEEKLY 1/6 SCREEN AD RATE BASIS CHANGED: 


FRIDAY, AUGUST 10, 1956 COPY 


echt ot GUO. 0 0 comeage ROW OVER PR ‘WHISKY’ ALLEGATION 


Advertiser's 
Weekly =: 


THE JOURNAL OF BRITISH ADVERTISING AND MARKETING 


THE PUBLIC THE THE 
CLEANSING ENGINEER & SANITARY 
OFFICER SURVEYOR INSPECTOR 
", & HIGHWAYS (|| 
SUPERINTENDENT 5 


THESE THREE OFFICERS ARE REACHED WITH EVERY ISSUE OF :—_ 


Municipal Engineering 


MOTOR AND PUBLIC HEALTH 
With the official Journal of THE INSTITUTE OF WORKS AND HIGHWAYS SUPERINTENDENTS 


a, j ’ : - 5 7 pig 
cat aoe 
ee ah sea 
a) 
ae. 
Wes 
a 
a = ae - 
= 
a 
= ; 
Bue ji. q 
aa | 
a 
. i 
aa 
— 
a 
Aa # 
te i] 
. 
: ’ ee ee a — 
+ o ee. ee 
mi» g be 
vai : ern re . — . 
: pee | en ease 
3 gee ee oe : 
= tS. : i Rear : =e 2 
ae : ae J Fe ee « 
Be = Bi gr 
“Pores a if ee a 2e ie 
"er oe ie 2 aes 
— ee ae 2 He 
es ae cae 
| es eA ee 
om es 2 g a ee . ed 4 
| Sal ' . e 
= : . ec . 
: *~ *“ a 
4 = 4 : e a noe a 
cs .. - EE Wer ee ee ~ is = 
i ee 
es " pees (ee se Se 1 tepepemamee 
‘ ey i Pox, Bee. Se ¥ 
cs oe ire Stier Rg ste Beast i 
: : Sea eritvtentta mate i -vtae SP rete Oty tae ea RR coe ae: ehuargaguaac. io: seen Pare pee CEO Phas 
a ae 
Hes wee 
mee e 
“ es 4 , 
“3 i ee ae 
- et haem RE ARR RE Sp CHT SADIE Sts LE Rp me pra sOoc rs aera, 9 REE sa SER EES 5 pee or Teo ate Og 
«gf o “hb CAL © (At Gt, hha e i a oA ae i 
' he’ ee ew | ; 
mie si 8 Sap oe a Sonate one a 
MUNICIPAL ENGINEERING - 3-4 CLEMENT'S INN + W.C.2 ° HOLBORN S502 
y ST se ant 223 2ST Agee - ESET ance a ET cane Li RIES ae a 
Pa ; 
sy | 
aN 
3 = 
3 : 
- SS | a 
| Giese See > Nth Ors eg +e | (° iis. «Re, © "4 _ ae, i" ie AG oa - : 


ADVERTISER’S WEEKLY 


» It must 


slick 
yece © 
yper ine 
goovt 


s 
i 


te 
what 


J 


Limited choice 
—so repetition 
is inevitable 


Sir,—1I was both interested and 
amused to read correspondence 
bemoaning and condoling stolen 
slogans (July 13 and 20). 

The writers have naturally 
treated the matter strictly from 
the point of view of the copy- 
writer. I believe it would do the 
moaners a power of good to 
realise that there is very little 
done or said today that has not 
been done or said before—several 
times. One has only to associate 
with the children of each suc- 
ceeding generation to see them 
using the same excuses and be- 
haviour that were used by pre- 


THIS WEEK 
Trade & Technical Press Viewpoint 
—page 36 
NEXT WEEK 


Teletaster will review the latest TV 
Commercials 


ceding ones along what is a clear 
pattern. The same thing can be 
said of almost any human 
occupation. 

In the days when conversation 
was an art, and practised for its 
own sake, the conversationalist 
delighted in a polished but lucid 
expression illuminated by a 
choice of words from an exten- 
sive vocabulary. 

The telephone, radio, tele- 
vision, cinema and the motor car 
have, however, superseded con- 
versation as a diversion or art 
and, along with the greatly ex- 
aggerated and wholly spurious 
value placed upon time and 
space, have relegated it with con- 
tempt. Today the whole art of 
expression is, apparently, in the 
use of to-the-point, terse state- 
ment. In advertising it has to be 
“eye-catching.” 

This use of third-form English 


To The Editor... 


limits the ered to a choice 
of a few hundred words, which 
he juggles round in order to com- 
press his meaning into as few of 
thein as possible. I should there- 
fore be most surprised to learn 
that, with thousands of would-be 
advertising tycoons furiously 
racking their brains five days a 
week, year in and year out in 
their efforts to “discover” a new 
telling sentence in what is only 
basic English, there is no duplica- 
tion of expression. 

There can be nothing else if 
the present tendency is followed 
as slavishly as it appears to be. 
Let the moaners moan when they 
have thought up something which 
employs a few of the more 
beautiful words of our language, 
and see them and their styles 
mimicked, 

But even if they do, they may 
rest assured that what they say 
will have been said before! 

F. WEBSTER. 
Warberry Road West, Torquay. 


Geniuses are 


scared away 


Sir,—Jason Gurney (July 20) 
said, quite rightly, that a man 
with a first-class brain finds little 
difficulty in producing original 
ideas for advertising. 

But such men are hard to find 
—nature does not produce genius 
in abundance. And when the 
man of outstanding mental ability 
turns up in a copy department he 
quickly incurs the wrath of the 
“old gang” whose sole objective 
in life is to deny all talent except 
their own. 

Sometimes the good man is 
rescued by a powerful patron 
who doesn’t enjoy seeing brains 
wasted, but more often than not 
he gets out in disgust. 

J. R. WATSON. 
Romford, Essex. 


Next please! 


Sir,—The phrase, “Next to my 
family I like Tide clean clothes,” 
heard so much on commercial 
TV, does little credit to the copy- 
writer. The origin of the slogan 
dates back at least a quarter of a 
century and was introduced by 
an American company who 
manufactured at that time the 
then famous BVD underwear for 
men. 

The original slogan was, 
NEXT TO MYSELF I LIKE 
BV D's.” Why not try a little 
originality? 

H. J. WILBERFORCE RAPHAEL 
Shoot-Up Hill, N.W.2. 


‘We are so 
conservative’ 


Sir.—May | offer another com- 
ment to the copywriting dis- 
cussion? 

A young artist with a clever 
turn for humour had brought us 
splendid success from her layouts. 
On the strength of her unusual 
gift we sent her to the head of 
one of the big agencies. The 
great man was very kind and 
laughed out loud at her ingenious 
drawings; but, he said “I’m 
afraid we can't do anything 
about it—the fact is we're so con- 
servative.” 

An advertising 
entrusted with thousands of 
pounds to be turned into in- 
creased sales, saying that he is 
conservative! As well might a 
boxer say he is cowardly or a 
blacksmith a weakling. 

Of the (roughly) half a million 
minutes in the year at least 
200,000 should be spent in explor- 
ing novel possibilities. In this 
way can British trade be most 
surely stimulated. 

JASON GURNEY. 
Nugent Terrace, N.W.8 


Advance advice 


Sirn,—The number of printed 
replies to my letter “Hear the 
difference” (July 13) disproves 
that conscience makes cowards of 
us all. The writers rush in letters 
protesting far too much, and also 
show a misunderstanding of my 
main points. 

1 made no claim for the addi- 
tion of new words to the English 
language and your other cor- 
respondents make no_ claims 
either, since they state that they 
have copied and revived “the 
difference” since 1909. 

Our objection is to the number 
of advertisers who decided to use 
“the difference” soon after we 
commenced advertising our new 
tape recorder last March. 

We are considering reviving our 
old slogan “Truvox .. . all that 
the name implies” in our next 
series. This could be easily 
altered to suit other products, so 
if anyone wants to use it he may 
do so now, and not after we have 
expended a considerable amount 
of money on artwork, blocks and 
initial advertisements. 

E. Morris 
General sales manager. 
Truvox Ltd., 
Harrow, Middx. 

[This correspondence must now 

cease.—Ep.]} 
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National ads 

and the 

retailer 
Sir,— Your quote from the 


Newspaper Society’s news-sheet 
(Talking Points, July 27) states 
that advertisers using the phrase 
“Write for name of nearest 
stockist,” are wasting their money 
and, moreover, that where stock- 
ists are relatively few, local ad- 
vertising is the only effective 
“medium” to use as well as the 
cheapest. 

Then the writer goes on to 
state, “Only in this way does the 
action of buying follow from ad- 
vertising.” 

This is all very well assuming 
that the buyer is the consumer, 
but the point is—to whom is one 
selling ? 

How much consumer advertis- 
ing today—particularly by the 
newer national advertisers—is 
done with the prime object of in- 
fluencing. however indirectly, the 
trade and not the ultimate buyer? 


It is rather unfortunate such 
limited knowledge of current ad- 
vertising practice should be dis- 
played by a Newspaper Society 
writer. In fact I have no doubt 
that if all your readers who use 
consumer advertising largely be- 
cause of its impact on_ their 
immediate eustomers (the retail 
trade) were to write you, your 
office would be literally inun- 
dated with replies! 

Needless to say, this is not to 
say that there still is not a legiti- 
mate place for the trade journal, 
although one wonders whether its 
effect on the buying habits of the 
retail trade is being reduced by 
the wider influence of the 
national daily. 

Denis A. BIRKETT 
Creative director, 
Nevin D. Hirst 
(Advertising) Ltd., 
Leeds. 2. 
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Woman’s Sunday Mirror was 1,104,612. 


TODAY the certified ABC figure 


(Jan.-June 1956) is... 


How’s that for PROGRESS ? 
With a column inch rate per thousand based 
on an average weekly net sale of 1,000,000 the BONUS 


to advertisers is 149,593. How’s that for VALUE? 
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If you want to convince yourself of 
Bradford's buying power, look at the 
“ wool returns "’ of the Conditioning 
House—an accepted guide to Brad- 
ford’s prosperity. Poundage for 1955 
topped the 100 million mark—a 
record figure and an increase of 14% 
over the last two years ! 

Although wool and Bradford go 
together like a horse and carriage, 
engineering, vehicle manufacture, 
building and the distributive trades 
help to preserve the city’s industrial 
balance, 

Bradford’s men and women are 


Che Dorkshire Observer 
Telegraph x Argus 


HALL INGS, BRADFORD. 


TWO OF THE WESTMINSTER PRESS GROUP OF PROVINCIAL NEWSPAPERS 
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Mrepia 


MAN'S 
GUIDE 


TO BRADFORD PROSPERITY! 


earning more than ever and their 
wants have increased with their 
wages. A_ retail turnover of 
£40,000,000 per annum proves this. 

The city’s two daily papers, the 
Yorkshire Observer and Telegraph & 
Argus reach nearly every Bradford 
home. They are read by 94% of 
the families in the city. Furthermore, 
both papers enjoy wide readership in 
the popular districts well outside 
Bradford, especially north and west. 
The two Bradford papers offer adver- 
tisers virtually complete coverage of 


these populous communities. 


(Morning 31,135 A.B.C.) 


(Evening 126,108 A.B.C.) 
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NEW ASSAULT ON THE OUTDOOR INDUSTRY 


Minister 


‘Two Freds’ total 
tops £3,000 


With a little over a week to 
go the “Two Freds” cricket 
match programme total for 
NABS is £3,300—-still £500 to 
go to beat last year’s record. 

John Sime appeals to every- 
one who has not answered his 
letter to contact him as soon 
as possible at Mercury House, 
109-119, Waterloo Road, 
London, S.E.1. (WATerloo 
3388.) 

See page 4 for latest pro- 
gramme supporters and incen- 
tives. 


CINEMA ATTENDANCES 


Association to 
revise ad 
charge basis 


A revision in the figures on which 
cinema screen advertising con- 
tracts are based will come into 
effect from January 1, the 
Screen Advertising Associa- 
tion announced this week. 

From that date the percentage of 
seats occupied to capacity will 
be adjusted from the present 
figure of 334 to 31.4. This 
will affect all contracts com- 
mencing on or after January 1. 

The revision followed a meeting 
of the Association at which the 
Board of Trade’s figures for 
cinema admissions for 1955 
were discussed. 

These showed the nett total of 
admissions available to adver- 
tisers as £1,134 million—or the 
total admission of 1,181,765,000 
less the attendance at children’s 
Saturday morning shows of 
47,765,000. 

Weekly average was therefore 
21,807,692, against an_ esti- 
mated number of seats avail 
able every week of 69,550,000 

or a percentage ef 31.4. 


more 


gives the planners 


time 


TRADERS RALLY TO SUPPORT POSTERS 


TT Minister of Housing and Local Government has 
extended until September 15 the time for replies to his 
memorandum asking for suggestions to amend the Control of 


Advertisement Regulations. 

His letter of June 19, which 
opened the door to a new crop 
of restrictions on the poster and 
sign industries, called for replies 
by the end of July. But local 
authorities wanted more time to 
prepare their suggestions and 
committees do not meet during 
August. 


The memorandum went to 
“other interested bodies” as well 
as to local authorities and out- 
door advertising organisations. 
And the indications are that a 
considerable number of trade 
associations intend to make 
strong representations to the 
Minister against further restric- 
tions on posters. 


They fear that any change in 
the Regulations aimed at limit- 
ing the amount of advertising 
which retailers can display on 
theif premises would seriously 
affect trade. 


In the meantime the town 
planners and representatives of 
the outdoor advertising industry 
will get to grips at the Town and 
Country Planning Summer Schvol 
which is to be held at Notting- 


ham University from August 29 
to September 5. 

One of the discussion groups 
at the school will be “Control of 
Outdoor Advertising,” and will 
de opened by G. S. Campbell 
and H. G. Ellinger, members of 
the Outdoor Advertising Industry 
Advisory Committee. 

Traders rally to —e. of 

outdoor industry. “Con- 

trol Outdoor Ads—Not Sup- 

press Them,” page 10. 


OTHER NEWS 
HIGHLIGHTS 

®@ ‘Beat inflation’ con- 
conference . . . 

@ IPR journal angers 
Irish PROs... 

@ A. Press chiefs hear 
agency men... 

@ ‘Chaos’ in Italian 
advertising .. . 
Graphic Arts — page 47; 
Mainly Personal—page 48 ; 
Current Advertising—page 50 


Radio statistics 


Irish Press Cuttings Ltd. is to 
give statistics relating to adver- 
tising on Radio Eireann. It is 
hoped to start on January 1. 
Quarterly reports, giving details 
of product, manufacturer, adver- 
tising agent, programme  con- 
tractor, type of programme, 
number of programmes per week, 
and estimated cost of pro- 
grammes, will be issued. 


A-R sackings: ‘redundancy inevitable’ 


Although a record number of 
advertising spots have been 
booked with Associated-Rediffu- 
sion, Ltd., for autumn and early 
winter, large-scale sackings 
among the 1,200 staff are ex- 
pected shortly as part of a money- 
saving campaign. 

For nearly 11 months A-R— 
London’s mid-week programme 
contractors—have been losing 
about £300 an hour. A time and 
motion study team was set up 
recently to study efficiency at 
Television House. Its report is 
understood to have recommended 


drastic reductions in staffing. 

An official spokesman at A-R 
had no comment to make on 
the report, but ADVERTISER'S 
WEEKLY understands on good 
authority that talks took place 
on Wednesday this week between 
the company and the unions con 
cerned. 

“Redundancies will be inevit- 
able next month,” said a member 
of A-R, “when the company 
begins to buy and exchange 
shows and plays with the con- 
tractors in Lancashire and the 
Midlands ” 
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‘CAN WE BEAT 
INFLATION?’ 
CONFERENCE 


Lord Woolton, president-elect 
of the Incorporated Sales Mana- 
gers’ Association, will be the first 
speaker at the conference on the 
theme “Can we sell our way out 
of inflation?” which ISMA, in 
collaboration with the British In- 
stitute of Management, will hold 
at the Royal Festival Hall on 
October 9. 

Other speakers will be Hugh 
Weeks,” deputy chairman of 
Trussed Concrete Steel Co., Ltd.; 
John C. George, managing direc- 
tor, Alloa Glass Work Co., Ltd.; 
Montague Prichard, deputy 
managing director, F. Perkins, 
Ltd.; and Sir Patrick Hamilton, 
chairman of Henry Simon (Hold- 
ings) Ltd. 

D. R. Griffiths, director and 
secretary of ISMA, says that a 
question which the conference 
will tackle is: “How, without 
training sales people to the high- 
est world standards of sales 
efficiency, can we expect to make 
profits in markets which are ex- 
posed to world standards of pro- 
duct design, performance, and 
price?” 

George La Niece, chairman of 
ISMA, will preside. 


Format change 


for c-c journal 


Hitherto published quarterly 
with a type area of 74 in. by 44 
in., the Wallpaper and Paint Re- 
tailers’ Journal ~- will, from 
January next, increase in size to 
a type area of 84 in. by 6 in. and 
will appear on the fifth of each 
month. 

Although the Journal is the 
official organ of the Wallpaper 
and Paint Retailers’ Association 
of Great Britain, its circulation 
is not limited to members of the 
Association. It is distributed free 
to the proprietor or manager of 
every retail wallpaper and paint 
shop known to the Association: 
i.e., Shops whose main business is 
the retailing of wallpaper and 
paint. 

The first issue contained over 
50 pages of advertisements. 

Advertisement representatives 
for the Journal are Magazine 
Advertising Ltd. 


Agency burgled 


The offices of Forbes Robert- 
son (Advertising) Ltd. at 226 
Strand, W.C.2, were burgled over 
the holiday. Doors were broken 
down, money taken and records 
destroyed. 

The agency has asked papers 
and periodicals with whom 
they have booked space to treat 
with indulgence any delays in 
correspondence. 
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These mobile “trade ambassadors” 


have been prepared for the Standard 


Motor Co., Ltd., by Leon Goodman Displays Ltd. Towed by Standard 
Vanguard III Saloons, the caravans will tour Europe and will be staffed 
by four company representatives who are experienced in sales, publicity, 


spare parts and maintenance methods. 


The caravans have been evolved to 


overcome the geographical and economic difficulties which prevent the 
travel of dealer personnel to the UK for training. After a tour of Norway, 
the unit will continue on into Sweden, Denmark and Germany. They will 
return to Britain for Christmas and in the New Year will visit Spain, 
Gibraltar, Portugal and the Benelux countries. The units were designed and 
fitted by Leon Goodman Displays Ltd., using two normal caravan shells. 


‘Two Freds’: 


Kemsleys to 


o i . 
Further grand support for the “Two Freds” cricket match in aid of 
NABS has been offered during the past week. For the fourth year in 
succession Kemsley Newspapers Ltd. have agreed to print the pro- 
gramme free of all charge. The work will be carried out at their 


general printing works at Stockport. 


Once again an inset score card 
is being presented by Gordon P. 
Parsons, of E. Allan-Cooper & 
Co., Ltd. 

In a letter sending good wishes, 
Lord Mackintosh, president of 
the Fleet Street Column Club, 
which is organising the match at 
Hurlingham on September 5, 
says: “I do hope you will be 
successful in raising the sum you 
have aimed at for the programme. 
. . . There comes a time when, 
like Laker, you cannot do more 
than take ten wickets! ” 

Here is the latest list of sup- 
porters of the programme up to 
midday on Tuesday : 


A 
E. Allan-Cooper & Co. Ltd.. ABC 
Television Ltd., Astral Arts Group Ltd 


B 
Berrow’s Newspapers Ltd... Bovril 
T. B. Browne Ltd.. Basil Butler Co 
Ltd 
c 


City Tote Ltd., Creative Journals Ltd., 
George Cuming Ltd 

Arthur S. Dixon Ltd., Doig Advertis 
ing Ltd.. Dorland Advertising Ltd.. 


Downtons Ltd., Dunlop Rubber Co 
Ltd 


F 
Fords Advertisings Ltd 
G 


W. H. Gollings & Associates Ltd 
Granada TV Network Lid., Herbert 
Greaves Lid, 

H 

E. R. Howard Ltd., Hulton Press Lid 
5 

Johnston Engraving Co. Ltd 


K 
Kemsley Newspapers Ltd., Kettners 
Restaurant 


L 
Lambe & Robinson Ltd 
M 
Monsanto Chemicals Ltd 
Napper, Stinton. Woolley Lid.. 
Nelson Advertising Service Ltd., Notley 
Advertising Ltd 


0 
Odhams Press Ltd 


P 
Pearl & Dean Ltd 


A message from 
Peter May 


Peter May, captain of Eng- 
land, has sent a message for 
publication in the programme 


which will again include 
contributions from leading 
sportsmen, sports writers, 


commentators and cartoonists. 

John Arlott, of the BBC, 
has written a special piece; so 
has Frank Butler, of the 
“News of the World.” 

There will be cartoons by 
Roy Ullyett, of the “Daily 
Express,” Tom Webster, and 
“Advertiser's Weekly's” latest 
contributor, Betts. 


R 
Rank Screen Semices Lid., G. S$ 
Royds Lid 


Ss 
Saward, Baker & Co. Ltd., Sidney 
Barton Lid., Southern Publishing Co 
Ltd., Stuart Advertising Agency Ltd 


y 
Yardley & Co. Ltd 


Latest incentives announced by 
H. Dawson-Salmon: 

C. B. (Bert) Wilson (Wilsons 
Advertising Ltd.): ls. for every 
run scored off a bye by the 
Advertisers and Agents XI. 

Douglas Bain (S. H. Benson 
Ltd.): one guinea for every 
maiden over bowled, with a limit 
of 10. 

H. O’Malley-Keys (Herald Pro- 
ductions Ltd.): one guinea for 
every six hit by the Advertisers 
and Agents XI. 

L. Ward-Jackson (Sunday Ex- 
press): one guinea for every six 
hit by the Press and Print XI, 
with a limit of five. 


Highest yet for 
‘Woman’s Own’ 


Audited net sales figure for 
Woman's Own for the period 
January-June, 1956, is 2,434,597 
the largest sale ever achieved by 
the weekly and an increase of 
121,140 over the same audit 
period last year, says George 
Newnes Ltd.'s advertisement 
director, Stuart Mander. 

“At the same time, demand for 
advertisement space is at a record 
level. Advertisement bookings 
for the past twelve months were 
higher than for any _ similar 
period, and there is every indica- 
tion that further increases lie 
ahead,” he says. 

“A pointer to this is the level 
of bookings in August. Never 
before in the month of August 
has Woman's Own carried so 
much advertisement space in 
monotone and colour. Two of 
the issues during the month will 
be the record-breaking size of 80 
pages. Although these have been 
published at regular intervals 
throughout the year, this will be 
the first time that two have 
appeared in one month.” 


Extra space for 
plastics show 


The announcement that the 
next British Plastics Exhibition— 
to be held from July 10 to 20 
next year—is to become an inter- 
national event, has_ resulted, 
says the organising journal, 
British Plastics, in numerous re- 
quests for stand space. 

As a result the National Hall 
has been booked in addition to 
the Grand Hall at Olympia, giv- 
ing a total floor area of 250,000 
sq. ft., compared with 90,000 sq. 
ft. in 1955. The Exhibition is 
held every other year. 

Overseas manufacturers who 
have already applied for space 
include firms in USA, Germany, 
France, Italy, Switzerland, and 
Czechoslovakia. 


Speaker on PR 


Alan Hess, a council member 
of the Institute of Public Rela- 
tions, recently addressed a War 
Office course for Army officers 
shortly to retire, at the University 
of Birmingham. He spoke on 
“Public Relations Prospects.” 
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Article 


Poster contest 
closing date 


Artists are reminded that 
the closing date for the film 
poster contest for “The Tea- 
house of the August Moon” is 
Wednesday, when all entries 
must be received by the direc- 
tor of publicity and advertis- 
ing. MGM Pictures Ltd., 58 


St. James’s Street, ion, 
S.W.1. 
Shortly afterwards the 


judges—Sir Gerald Kelly, Ed- 
ward Le Bas, and W. A. 
Cathles, Editor of ADVER- 
TISER’S WEEKLY, will exam- 
ine the entries. The winning 
one will go forward to com- 
pete in the international con- 
test to be held in New York. 


Irish 


IT’S SLANDER’ 


5 


in IPR journal angers 


PROs 


PROTEST AT ‘WHISKY 


WILL GET MENTIONS’ CHARGE 


An article on “Public Relations in Eire” in the current 
issue of “Public Relations,” the official organ of the Institute 
of Public Relations, has aroused considerable anger in Ireland. 
The article was contributed by Paul Morgan, managing 
director of Irish Press Cuttings Ltd., of London. 


An extract reads: 

“One personality in Irish ad- 
vertising recently expressed the 
opinion that Ireland was too 
small a country to justify public 
relations on any large scale. He 
considered a glass of Irish whisky 
was the best method of ensuring 
an editorial reference to his 
clients. 


At the Leicester 


Square 


service, the British 


headquarters of 
Transport Commission have 


their commercial advertising 


installed the first of a 


series of new window displays designed to show the use that leading national 


trades and services 


make of British 
initial displays concentrate on confectionery 


Transport advertising sites. 
and toiletry. 


hese 
The displays 


were carried out by London Press Exchange Ltd. and their associate, 
Publicity Arts Ltd. 


Eighty cyclists in 1,000-mile race 


Poster appeal is 
rejected 

Because six posters are close to 
the Peak District National Park, 
the Minister of Housing and 
Local Government has decided 
that they must be removed, it 
has been announced. by the 
Derbyshire County Council, who 
had refused permission for the 


displays to remain. An appeal 
was accordingly made to the 
Minister. 

Dismissing the appeal, the 


Minister said that in view of the 
“pleasant rural character” of the 
area and the situation of the 
advertisements near Ambergate 
Station they were “out of place.” 


Cinema and TV 


The Board of Trade survey on 
the film industry, whilst noting 
the downward drift of cinema 
admissions, comments that as a 
whole the industry “does not 
seem to have worsened as a 


result of the greater availability 
of commercial TV.” 


round Britain 


Over 80 of this country’s best 
amateur cyclists will take part in 
the Oats, the annual 1,000-mile 
cycle race around Britain, 
sponsored by Quaker Oats Ltd.. 
which starts tomorrow (Saturday) 
from Skegness and will finish 
next Saturday in Worthing. 

A cavalcade of 30 vehicles will 
cover the course with the com- 
petitors. It will include a sampl- 
ing van from which samples of 
Quaker One-Minute Oats will be 
given away, and other promotion 
pieces for the sponsors. 

Publicity in connection with 
the race is being handled by 
Foote, Cone & Belding Ltd.. 
agents for Quaker Oats. Local 
press advertisements will appear 
in towns on the route. 

‘Tie-ups have been arranged 
with J. Lyons & Co., Ltd., who 
will give Orange Maids to the 
competitors at the conclusion of 
every stage. and with the National 
Federation of Dyers and 
Cleaners, who will publicise 
their overnight service of clean- 
ing for the competitors. 


“But there are 273 publications 
in Eire and another 94 in the six 
counties of Northern Ireland, and 
that calls for a lot of glasses of 
whisky.” 

E. A. Lawler, public relations 
officer of the Electricity Supply 
Board and chairman of the 
Public Relations Institute of Ire 
land, has sent copies of the article 
to all newspaper editors in Ire- 
land and also to the three jour- 
nalistic bodies, the Institute of 
Journalists, National Union of 
Journalists, and the Guild of Irish 
Journalists. 


‘Official journal’ 


In the course of his letter to 
newspaper editors Mr. Lawler 
says: 

“I am sure you will agree that 
certain statements in the article 
constitute a slander on the editors 
of all newspapers and other pub- 
lications, as well as on recog- 
nised public relations officers in 
this country. 

“The statements would scarcely 
be worth noticing were it not for 
their publication in the official 
journal of an influential organisa- 
tion with a large membership in 
Great Britain. 

“T have written to the secretary 
of the British Institute requesting 
an explanation of the publication 
of such a slanderous article.” 

Contributor’s view 

The editor of Public Relations 
told ADVERTISER’S WEEKLY this 
week: 

“This article, of course, is an 
individual comment by a contri- 
butor and does not in any way 
reflect the Institute’s views on this 
matter. We are sorry that our 
Irish friends have taken offence at 
the article. We would like to 
assure them all, whether engaged 
in newspaper or public relations 


work, that this was not at any 
time intended. 
“Mr. Lawler’s letter to the 


Institute is being dealt with as 
private correspondence.” 

Mr. Morgan this week said: 

“The statement about ‘the glass 
of whisky’ was made by a leading 
figure in Dublin advertising circles 
recently.” 

The article itself. said Mr. 
Morgan, was written at the re- 
quest of the IPR, who had asked 
him to give the impressions 
he gained while he was on a visit 
to Dublin. 
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The lighting division of Siemens 


Brothers & Co., Ltd., will introduce 
two new dealer aid showcards and 
a new set of lamp catalogues for the 
autumn. This is the showcard, 
printed in four colours, recommend- 
ing where clear, pearl, and Silvalux 
lamps may best be used in the home. 


NO GRANT: ITA 
PROTESTS 


The announcement by Dr. 
Charles Hill, Postmaster-General, 
that, because of the general 
economic situation, no grant can 
be made to the Independent 
Television Authority under Sec- 
tion 11 of the Television Act this 
year, has brought a protest from 
the ITA. 

Stating that the present pro- 
grammes do not contain a suffi- 
cient number of programmes of 
information and discussion, or of 
plays and performances of lasting 
value, the ITA says that it was 
precisely in order to make such 
programmes possible that the 
£750,000 provision was included 
in the Act. 

The BBC did not find itself in 
this difficulty, as its rising income 
was guaranteed whatever the size 
of the audience. 

The statement added that the 
authority appreciated that the 
Government might take the view 
that payment of the full sum 
should be deferred and it would 
have been content with a small 
part of the sum so that at least 
a start could be made in the pro- 
vision of balanced programmes, 
but even this “modest proposal” 
had been rejected. 


‘Simple’ for Thomson 

Canadian millionaire Roy 
Thomson, who has the ITA con- 
tract for Scotland and will form 
Scottish Television Ltd. to pro 
duce his programmes, discussed 
his plans for TV in Scotland 
recently. 

He believed the switch-over to 
commercial TV in Scotland will 
be “fairly simple,” as most of the 
sets in Scotland are of the latest 
type and will be easy to convert 
to receive the new signal. 

Mr. Thomson estimated that 
Scottish viewers would have 
150,000 TV sets ready to receive 
the new station when it sent out 
its first transmission next year. 
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‘We lack information on export markets’ 
say British agents 


SCANDINAVIAN NEWSPAPER CHIEFS 
HOLD CONFERENCE HERE 


A British agency man this week told Scandinavian adver- 
tisement managers that, as a whole, British industrialists are 
too conscious of “factory” problems and not conscious enough 
of the person who buys the end product. 


“One reason that we are bad 
salesmen,” he said, “is because 
we have not all realised that we 
live in a ‘consumption economy’ 
—that is, a dynamic economy 
which is governed and dominated 
by the consumer. i. eee 
circumstances affecting British ex- 
port trade in general have their 
effect on our advertising abroad.” 

The speaker, Gordon C. Wilson, 
a director of Smiths’ Advertising 
Agency Ltd., was speaking at a 
conference at Buxton of manag- 
ing directors and advertisement 
managers from A. Press dailies 
throughout Scandinavia, and was 
describing some of the export 
problems confronting a medium- 
sized agency. 

He said that the undeveloped 
economies and marketjng tech- 
niques of some territories resulted 
in a lack of good advertising 
agencies with whom his own 
agency could usefully co-operate. 

The only way to determine 
accurately the value of an agency 
abroad was to go and see it, and 
his agency’s export manager spent 
a lot of his time abroad checking 
on just this fact. 

“I only wish all agencies were 
up to the standard of Svenska 
Telegrambyran, Gumaelius and 
your other leading agencies,” he 
said 

Another difficulty was that in 
some territories there was only 
one agency, and these mono- 
polistic circumstances were never 
satisfactory. 


‘Element of risk’ 


Secondly, advertising media in 
many countries was unorganised, 
and this presented a major 
problem of reliability. The press 
was the best organised medium 
in most countries, and the film 
medium was rapidly improving 
the reliability of its facilities. But 
most other media overseas pre- 
sented a considerable element of 
risk, 

There were two tendencies 
among’ British manufacturers 
which worried agencies interested 
in export advertising. In the one 
case many manufacturers spent 
too little on advertising in too 
many countries, rather than con- 
centrating the same total sum 
into fewer territories. 

In order to please all their dis- 
tributive agents they provided 
each with a small advertising 
appropriation which was usually 
insufficient to achieve results. 

The other tendency was to give 
an advertising allowance to dis- 
tributive agents knowing that it 


see's 
EY 


was rarely used and was in fact 
looked upon as a “bonus.” 

“IT have never personally come 
across a @ase where this extra 
profit for the distributive agent 
—which is all it is—has resulted 
in extra sales,” said Mr. Wilson. 

But perhaps the most import- 
ant problem was a great lack of 
information from media overseas 
about the publics they reached. 

“We need certified circulation 
figures from all publications, 
technical magazines as well as 
national newspapers,” he said. 
“For radio and TV advertising, 
where it exists, we need regular 
listener or viewer research figures, 
and reliable attendance figures 
from cinemas. 


More from Sweden 


“We then also need detailed 
information about the people we 
reach, and here I think we should 
receive more from Swedish 
media. We want to know about 
all the people who see the publi- 
cation, not just about those who 
buy it. We want to know about 
the degree of duplication of this 
readership between all main 
publications in each country.” 

The A. Press organisation was 
particularly good in this supply 
of data, but there was still more 
information to be desired. “In 
connection with your organisa- 
tion, | wonder why we do not get 
as much useful information from 
Sweden as we do from Holland,” 
he queried. 

“Of course,” he admitted, “we 
are far from perfect over here : 
for example, our poster industry 
could do much more than it does 
at present in this direction.” 

Although agreeing that export 
merchants in this country did an 
excellent distributive job. Mr. 
Wilson wondered whether this 
type of export might not account 
for some of our weaknesses in 
selling efficiency. 

The merchants on the whole 
had no experience of selling to 
the consumer and creating de- 
mand. Secondly, the manufac- 
turer, having sold his goods to a 
London merchant, had no idea 
where they would go, and this 
presented a number of problems: 
for example, he had no idea what 
language the instructions on his 
pack should be. Mr. Wilson 
thought it might be dangerous, 
therefore, for manufacturers to 
export consumer goods via mer- 
chants if they could possibly do 
it direct. 

In conclusion, he 
advertising agencies 


said that 
throughout 


During their visit to this country the A. Press executives visited Whitbread's 


brewery. 
(second from left) 
Karl-Axel Kernell, 
and Rudolf Lindguist, 
the world had a major responsi- 
bility in the encouragement of 
competitive international trade. 
Those who controlled advertising 
media, particularly the press, had 
an equal responsibility in this 
sphere, over and above the con- 
tent of their editorial pages. 
“You know probably better 
than I that the advertisements 
you carry play a big part in in- 
fluencing opinion and behaviour,” 
he said. “You, therefore, have 
this responsibility to industry, 
your own national industries and 
those outside your country. The 
more help you can give adver- 
tisers in the way of information 
the more likely they are to suc- 
ceed, and the sooner will all our 
standards of living increase.” 
Another British agent who 
addressed the conference was 
O. M. H. Jackson, a director of 
Graham Lockey & Partners Ltd. 


Long-term plan 
He said that the British manu- 
facturer moved slowly about his 
business. He mostly had a good 
deal of pride in whatever he was 
making, and was generally more 
keen on the long-term prospects 
of developing a market and the 
goodwill that went with it than 
on reaping the quick profits that 
were always possible. On the 
other hand, although many British 
traders had done “wonderful 
things” pioneering new markets, 
there were many more who still 
imagined that they could sit 
behind their desks and continue 
to sell to markets that were being 
carefully studied and catered for 
by other nationalities that had 
never known the easy way of sell- 
ing and had always had to sell 
the hard way. 
What could one tell 
traders that would be 


talks with 


from Norway. 


British 
use- 


Here H. Douglas Thomson, 
Harry 
advertisement manager, 


Whitbreads’ advertising manager 


Fond, from Uddevalla, Sweden, 
“Ostgéten Linkéetn,”’ Sweden. 
(See Mainly Personal, page 48.) 


ful? He thought that the best 
advice one could possibly give to 
the exporter who was obviously 
very set in his ways was that he 
should visit his export markets as 
much as possible and spend the 
maximum time in the field with 
salesmen and alone talking to 
retailers . and just looking. 


‘On the spot’ 


“You are the men on the spot,” 
Mr. Jackson told the delegates, 
“and there must besmany things 
happening every day all around 
you that would be of interest to 
foreign manufacturers. If you 
would be good enough to remem- 
ber to report these things back to 
us here in London, you would be 
doing us a great service. 

“My company has close links 
with Lockeys Reklamebureau of 
Denmark, Wahl Asmussen of 
Copenhagen and Wahl Asmussen 
of Stockholm. Our people in 
Denmark and Sweden aré very 
good indeed about reporting to 
London the hundreds of little 
trivial things which may possibly 
be of interest to our clients. 

“Almost every day we receive 
letters from our Scandinavian 
offices telling us that some com- 
petitor has just started an adver 
tising campaign—or has changed 
his pack—or is now using dailies 
instead of weeklies. Most of 
these reports are passed on to 
clients and in many cases have 
proved to’ be most valuable be- 
cause they link up, perhaps, with 
some other piece of information 
we have here.” 

The A. Press (Social Demo- 
cratic publications of Northern 
Europe) are represented in Britain 
by A. Press Ltd., whose director 
is Miss Pamela Vacher. 

A further report of the confer- 
ence will appear next week. 


AGENCY FOR CELEBRITIES IS FORMED 


Walter Tuckwell, who is at 
present assistant to the managing 
director of Walt Disney-Mickey 
Mouse Ltd., will be leaving 
shortly to launch his own com- 
pany, W. F. Tuckwell and 


Associates, which will represent 
celebrities prepared to sponsor or 


endorse products in advertise- 


ments. 

Mr. Tuckwell will also act 
as sales promotion consultant 
specialising in toys and allied 
products. 


His offices will be at 6b Hert- 
ford Street, Mayfair. 
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‘CHAOS’ IN ITALIAN ADVERTISING 


Leon Goodman suggests offer of 
aid from this country 


Conditions 


in Italian advertising were described as 


“chaotic” this week by Leon Goodman, managing director of 
Leon Goodman Displays Ltd. and a director of Leon Good- 
man Displays of Italy Ltd., who recently returned from a visit 


to Italy. 
50 years ago. 

He suggested that British ad- 
vertising could play a “vital part” 
in coming to the Italians’ assist- 
ance, offering to help them 
establish professional status. 

“For a leading European coun- 
try one can only say that Italy is 


New exhibitors 
at St. Erik’s 
Trade Fair 


The record number of 16 
foreign pavilions will be included 
in the 14th International St. 


Erik’s Trade Fair to be held in 
Stockholm from September 1 to 
16 


Newcomers to the exhibition 
are Turkey and the Belgian 
Congo ; and Italy, Morocco, and 
Bulgaria will be exhibiting again 
for the first time for some years. 

The organisers claim that the 
fair is a centre of trade for the 
whole of Scandinavia, and this 
year it will be attended by a 
record number of Norwegian, 
Danish, and Finnish merchants. 

Hitherto the criticism has been 
made that, with great powers like 
the UK, the USA, and Russia 
intensifying their export drives to 
Sweden, the Fair has been heavily 
weighted on the import side. This 
year, St. Erik’s Hall, claimed to 
be the largest exhibition premises 
in Northern Europe, will provide 
a large forum for Swedish 
exporters. 

About 80,000 registered buyers 
visit the Fair each year. 

Among industrial groups that 
will be strongly represented are: 
(indoor exhibits) washing. 
restaurant and food manufactur- 
ing machines, household 
machines, office and shop equip- 
ment, and motors and industrial 
equipment; (outdoor exhibits) 
building and road machines, 
transport equipment, and mining, 
agricultural, forestry, and gar- 
dening equipment. 

The Fair is being publicised 
by consumer and trade press 
advertising and the issuing of 
tens of thousands of folders 
through air and shipping com- 
panies, tourist and _ travel 
bureaux. All non-Scandinavian 
passengers arriving at Bromma 
Airport by SAS are presented 
with a folder and a free admis- 
sion ticket to the Fair. 

As in previous years the streets 
of Stockholm will be decorated 
with thousands of flags. 


Italian advertising, he said, is now where we were 


woefully behind the 
advertising generally. By this I 
do not mean that there is no 
talent there. There is,” he said. 
Complaining about the lack of 
a properly organised system of 
discounts, Mr. Goodman said 
that each advertiser made his 
own bargain with a_ publication. 
In the clubs at night various 
boasts were made of how they 
managed to increase the discount. 
“What really astonished me 
was the generally low regard in 
which the agency man is held by 
the industrialist. During my visit 
I had talks with the majority of 
the leading industrialists in the 
country and their attitude was, to 
say the least, uncomplimentary to 
advertising agencies,’ he said. 


Large departments 
But there was no lack of appre- 
ciation of advertising, as the size 
of advertising departments main- 
tained by large concerns showed, 
for in many cases their depart- 
ments were bigger than agencies. 
An agency with 50 staff was 


times in 


regarded as very big, but most of ° 


the major industrial concerns had 
many more people working in 
their advertising departments. 

No proper statistical informa- 
tion was available, and as a result 
nobody knew how much was 
spent on advertising in Italy, 
although Aldo da Col, president 
of the Italian Union of Adver- 
tisers, estimated that it was about 
one-tenth of what is spent in 
Britain, said Mr. Goodman. 

Circulation figures also were a 
mystery. 

And a tax on all forms of ad- 
vertising meant that even a small 
ad in a remote publication was 
the subject of endless form 
filling. 

“One might fairly say that ad- 
vertising is a free-for-all game in 
Italy. There are no rules and the 
best man does not always win. 
Occasionally some really brilliant 
advertising is produced but the 
general standard leaves much to 
be desired. 

“This is a great pity because 

@ Continued on page 47 


Week Ending 
Percentage of es sa 
screened lasting :— 
Less than 15 sec 
15 and 20 sec. 
30 sec. ... 
60 sec. ... 
More than 60 ‘sec. 


Oct. 30 


grate 5 he 


At the Margam works Max Robertson introduces Jack Jones, of the Steel 
Co. of Wales, who describes the ease with which oxygen can be introduced 
by means of a probe. 


200-mile TV link opens plant 


The use of a closed-circuit tele- 
vision link during a press confer- 
ence was an innovation made by 
the British Oxygen Co., Ltd., for 
the inauguration of Britain's first 
tonnage oxygen plant at Margam 
in South Wales last week. 

By means of the link of ap- 
proximately 200 miles between 
London and Margam—claimed 
to be the longest ever used for 
private purposes—those present 
at British Oxygen’s headquarters 
in London were taken on a con- 
ducted “tour” of the works. 

The commentators were Wyn- 
ford Vaughan-Thomas and Max 


TV commercials 


are shorter 


Figures issued by Television 
Audience Measurement Ltd. for 
television commercials show there 
has been a change in TV adver- 
tising policy during the last nine 
months. 

Advertisers, say TAM, now 
prefer more frequent and less 
lengthy commercials. Whereas 
41 per cent of all commercials 
screened during the last week of 
October, 1955, lasted at least 60 
seconds, only 16 per cent of those 
screened in the London ITA area 
during the last week of July were 
of the same duration. 

During the same periods the 
number of commercials lasting 
from 15 to 20 seconds increased 
from 19 per cent to 33 per cent. 

A summary of the duration of 
commercials shown in_ the 
London area is: 


Jan. 29 April 29 July 29 


Total number of <pummecials 
screened in period ... 


Robertson. The ceremonial pres- 
sing ofthe button was performed 
by the Home Secretary and Min- 
ister for Welsh Affairs, Major 
Gwilym Lloyd-George. 

The technical planning for the 
link was carried out by Marconi’s 
Wireless Telegraph Co., Ltd., in 
co-operation with the GPO. 

F. C. Pritchard, Wood and 
Partners Ltd., British Oxygen’'s 
agents, organised the conference. 


Bigger show for 
Layton Awards 


The exhibition of Layton 
Annual Awards will be held next 
year in larger premises, at May- 
fairia House, Bryanston Street, 
and will be opened on April 15 
by Lt.-Col. Alan M. Wilkinson, 
president of the Institute of Prac- 
titioners in Advertising. 

Ashley Havinden (W. S. Craw- 
ford Ltd.) will act as the Insti- 
tute’s representative on the panel 
of judges. Other members of the 
panel will be: George Plante 
(director, Young & Rubicam 
Ltd.), president of the Advertising 
Creative Circle; Jesse Collins, 
Council of Industrial Design; 
Caspar Mitchell, Society of Typo- 
graphical Designers; Abram 
Games, Society of Industrial 
Artists; R. A. Gibbs (managing 
director, Luton News), News- 
paper Society; Ivor Cooper, 
honorary secretary, Advertising 
Association; Mrs. Beatrice Warde 
(Monotype Corporation), W. A. 
Cathles (Editor, ADVERTISER'S 
WEEKLY), and W. W. Weal 
(editor, World's Press News). 

Instead of certificates, winners 
will next year receive medallions. 


£130,000 profit 


The preliminary balance sheet 
for the Bristol Evening Post Ltd. 
shows that the net profit of the 
group, after crediting income 
from investments, was £129,151 
for the past financial year. 
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Francis joins 


FCB board 


Mervyn Francis has been ap- 
pointed a director of Foote, Cone 
& Belding Ltd. Mr. Francis, who 
is 34, joined FCB in February, 
1949, as an assistant account execu- 
tive. Previously he was in the adver- 
tising departments of BOAC and 
ICI, following war-time service in 
the RAF 

* * *x 


W. Hope Collins, joint managing 
director of Wm. Collins, Sons & 
Co., Ltd.. Glasgow printers and 
publishers. has been appointed by 
the Secretary of State for Scotland 
to be Zone Controller of the Scot- 
tish Western Civil Defence. He will 
assist local authorities and the cen- 
tral departments in the co-ordination 
of CD plans. Mr. Collins is a past- 
president of the British Federation 
of Master Printers, and is at present 
vice-chairman of the JIC for the 
printing industry. His father, Sir 
Godfrey Collins, is a former Secre- 
tary of State for Scotland. 

* *x * 

A. Nixon, for 48 years a member 
of the staff of North Staffs Poster 
Serviees Lid., and for 30 years 
secretary/manager, retired on July 
31. Frederick Chesterton, who has 
been for some years his assistant, 
has been appointed secretary /man- 
ager in his place. 

*x * ” 

Edward Brandon, formerly with 
Marks & Spencer, has joined Fine 
Fare Ltd., supermarket stores, as 
publicity manager. 


New ad manager 

+] 
for ‘Newsweek 

Laurence C. B. Laurie has been 
appointed advertisement manager of 
Newsweek International. He replaces 
J. E. Herlihy. Mr. Laurie joined 
Newsweek's wnternational sales staff 
in 1953. In his new post, he will 
be responsible for the direction of 
all advertising sales operations for 
Newsweek's European and Pacific 
editions. 

oe 2 * 

Arthur Withers has been ap- 
pointed to the new post of sales 
supervisor of the SCWS Shieldhall 
cigarette factory. In his new posi- 
tion he will develop the depart- 
ment’s publicity activities. 

* * 

K. P. Clapham, assistant editor of 
the Grimsby Evening Telegraph, will 
shortly take up an appointment as 
assistant editor of the Evening 
Sentinel, Stoke-on-Trent. New assis- 
tant editor of the Grimsby Evening 
Telegraph in succession to Mr. 
Clapham will be James Humble, 


»s About 


chief sub-editor of the Derby Even- 
ing Telegraph. Mr. Humble started 
in journalism as a junior reporter 
with the North Eastern Daily 
Gazette at Middlesbrough in January 
1937. After Army service in Europe 
and Burma with the Royal Corps 
of Signals, he returned to the 
Evening Gazette. 
* + * 

Mrs. Eileen Dickson, editor of 
Harper's Bazaar, has aecepted the 
invitation as British representative 
for the International Review of 
Clothing at the Palazzo Grassi in 
eee from August 21. to August 


* * * 


Mrs. Pamela Chatterjee has been 
appointed secretary of the Adver- 
tising Agencies Association of 
India. 

* * 

Gordon French has been ap- 
pointed deputy to Norman . 
Widger, publicity manager of Glas- 
gow engineers, G. & J. Weir, Lid 
Until recently Mr. French was 
publicity manager of Beaverbrook 
Newspapers in Scotland. 


Overy returns 
to the office 


H. F. Overy, managing director 
of Willing’s Press Service Ltd., who 
recently had an operation in St. 
George’s Hospital, London, is now 
completely recovered and is back 
in his office. 

* * oe 

Wilfred S, King has 
pointed to the newly-established 
post of executive director of the 
Bermuda Trade Development Board 
A vice-president and director of 
J. M. Mathes, Inc., of New York, 
he will remain with the firm, which 
has handled Bermuda's advertising 
account for the past 10 years. J. M. 
Mathes will continue to represent 


been ap- 


the British Colony’s advertising 
interests. 
* * 
A memorial tablet to the first 


Viscount Camrose, vice-commodore 
of the Royal Yacht Squadron from 
1930 to 1935, which has been placed 
in Holy Trinity Church, Cowes, was 
dedicated at the conclusion of the 
annual regatta service on Sunday. 

* *x * 

New managing director of the 
Linen Trade ircular and New 
Fibres Review is Clifford R. Carter, 
who retains his chairmanship. Mr. 
Carter has been editing trade papers 
since he was 18. His son, Colin B. 
Carter, has been appointed secre- 
lary. Former director William 
Carter has left the paper to launch 
his own controlled-circulation jour- 
nal, Irish Textile News (see page 49). 
New headquarters of the Linen 
Trade Circular are in Saxone House, 
Donegall Place, Belfast. 


» 


Mervyn Francis 


New AP post for 


Dudley Coram 


From September 1, Dudley 
Coram has been appointed adver- 
tisement manager of Popular 
Gardening. He has been with 
Amalgamated Press Ltd. since 1927 
and during the last three years has 
been responsible for this publication 
under E. G. Tyler. The continuing 
rise in the circulation of Woman's 
Illustrated demands more of Mr. 
Tyler's time, says advertisement 
director A. P. Burnett, and this plus 
the expansion plans for Popular 
Gardening make the creation of a 
separate department necessary. (See 
Mainly Personal, page 48.) 

* x * 


G. L. Hynes has joined Arks Pub 
licity Ltd. to organise outside events, 
exhibitions, publicity stunts, demon- 
strations, etc. He comes from 
Northern Ireland. Tom Farley, for- 
merly with Crane Publicity Ltd., has 
joined Arks Publicity Ltd. as senior 
visualiser. 

* * * 
McCann-Erickson TV operations 


board member. John Reed, flew 
back last week for assignments 
under Walt Disney, his old chief. 


During his US stay Mr. Reed will 

continue to handle London assign- 

ments through the McCann-Erickson 

offices in Hollywood 
* * * 

J. Lambert has been appointed 
manager of the Marshall Organisa- 
tion’s publicity departments He 
was previously assistant publicity 
manager at John Fowler & Co. 


(Leeds), Ltd., for three years. His 
responsibilities include exhibition 
planning. 

* - 


* 
joined Godbolds 
Lid.. as space-buyer. He recently 
held a similar post with Smee’s 
Advertising Ltd. 


J. Joyner has 


* * * 

Geoffrey George Pope, son of 
G. R. Pope, assistant manager of 
The Times, has taken his B.Sc. 
degree at London University with a 
First in aeronautics 

* * 

An addition to the list of candi- 
dates for the Joint Intermediate 
Examination is A. D. Taylor, a 
Coventry student, who obtained 
passes in Psychology, Media, Adver- 
tisement Design and Reproduction, 
in addition to the basic passes in 
English and Introduction to Adver- 
tising. 


Dudley Coram 


1956 
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H. F. Overy 
OBITUARY 
J. Stewart 


James Stewart, of St. Andrews, 
who has died at the age of 90, was 
former managing director of the 
Guard Bridge Paper Co., Ltd. A 
native of St. Andrews, he joined 
the company as a boy and rose to 
become chief accountant. In 191] 
he was appointed commercial mana- 
ger of a Berwickshire firm. He 
rejoined the Guard Bridge Paper 
Co. in 1921 as assistant manager 
and secretary, and two years later 
‘was appointed managing director, a 
post from which he retired in 1936. 


W. R. Murray 


William Ralston Murray, manag- 
ing director of the Kent and Sussex 
Courier, died last week. He was 74. 
He had been with the Courier 
Printing and Publishing Co. for over 
fifty years and was appointed 
managing director in 1927. 


Peadar S. Doyle 


The death has taken place in 
Dublin of Ald. Peadar S. Doyle, of 
Dollards Printinghouse Ltd. He was 
a former Lord Mayor of Dublin 
and served for many years on the 
council of the Publicity Club of 
Ireland, including a term as chair- 
man. 


Latest wills 


Major Stanitey Low, of Great Smith 
Street, Westminster, managing director 
of Vacher & Sons Ltd., printers and 
publishers of Vacher’s Parliamentar) 
Companion, master of the Stationers 
and Newspaper Makers’ Company, left 
£103,173 Ss. 2d. gross, £100,015 10s. 6d 
net value. (Duty paid £41,952.) 

Jowun Harpaker, of Townscliffe Lane, 


Mellor, Cheshire, press officer of the 
Cotton Board, Manchester, left 
£4,061 10s. 11d. gross, £2,336 3s. Sd 
net value 

THOMAS ANDREW JACKSON, of 
Lebanon Park, Twickenham,  copy- 
writer, left £6,065 18s. Od. gross, 
£6,007 3s. 6d. net value 

EDWARD KENNETH Harper, of 


Beckenham, Kent, advertisement director 
of What's On, left £5,883 16s. 8d. gross. 


£3,395 19s. 2d. met value. (Duty paid 
£33.) 

ALEXANDER CHARLES Carter, of 
Aubrey Park. Shankill, Co. Dublin, a 


director of Spicers Ltd., and managing 
director of Spicers (Ireland) Ltd., left 
estate in England valued at 
£18,363 Os. lid. (Duty paid £1,161.) 

WitttaM Fearnait Hearey, of Hand- 
bridge, Chester, retired master printer, 
left £4,399 Os. Sd. gross, £4,323 2s. 3d 
net value. (Duty paid £86.) 
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IPA to celebrate 
anniversaries 


The 1957 annual general 


TV at Damascus 


“The world’s first international 
TV station,” erected by Pye Ltd., 
which comes on the air on 
September 1 at the Damascus 
International Fair will be used 
by 27 nations. There will be 
seven hours broadcasting every 
day. Advertising rates range 
from £2 10s. for the time signal 
spots to £250 for spot pro- 
grammes. 


New nickel film 


A cocktail party at Park Lane 
House was given by the Mond 
Nickel Co. to launch their new 
sound film “Mining for Nickel.” 
The film, which was shown for 
the first time in Britain recently 
was made for the company’s 
parent organisation in Canada, 
the International Nickel Co., of 
Canada, Ltd., and will be avail- 
able for free loan. 

The film runs for 45 minutes 
and is photographed in Eastman- 
color. It took two years to make. 


This _ electric display 
capable of holding 600 Ibs.—more 
than ten times its weight—operates 
on less current than a 40 watt bulb. 
Named “Goliath,” it is distributed 
by Mechanical Display Features. 


turntable, 


- BOAT SHOW 
RECORDS 
BROKEN 


The record figure of 174 entries 
has been received for the third 
National Boat Show, sponsored 
by the Daily Express. these 
50 are newcomers to the Show. 

In general, the amount of floor 
space per exhibitor has increased. 
! In spite of an 


sary to exer- 
ciseanoption 
on thesecond 
floor in order 
This block has b de ~ gu 
is bloc een date a 
produced for display plicants for 
with the exhibitors’ space. 


The 
press advertisements. +> +ernational 


flavour of the Show will be 
sharpened by two new overseas 
exhibitors—Nikex, the official 
Hungarian trading organisation, 
and the Dutch yard of De Vries 
Lentsch. The new British exhibi- 
tofs include Morris Motors 
(Marine division), showing a wide 
range of marine engines, the 
British Transport Commission, 
and BIP Chemicals Ltd.. who 
will be displaying the catamaran 
“Endeavour.” In addition to the 
diesel engines which they have 
shown at previous exhibitions, 
John I. Thorneycroft and Co., 
Ltd., will feature on their stand 
a 30 ft. seagoing cruiser. 

The Show will be held at the 
Empire Hall, Olympia, January 
1 to 12. 

The Daily Express has pro- 
duced a poster stamp, showing in 
colour a yacht under sail, for 
fixing: te exhibitors’ letterhead- 
ings and envelopes, and a small 
line block for display with their 
press advertisements. 
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A display with the slogan “The Key to the Continent’ has been installed 
in the Continental display stand at Li 
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iverpool Street Station. The display 


was made by Wickham Displays. 


‘CONTROL OUTDOOR ADS— 
NOT SUPPRESS THEM’ 


At a meeting of Leeds Chamber of Commerce last week it was 
decided to send a memorandum to the Minister of Housing and Local 
Government on the control of outdoor advertisements. 


This stated that the Chamber 
welcomed the decision of the 
Minister to review the working 
of the control of advertisements— 
“because it is highly desirable 
that there should be a return to 
the principles and outlook on 
which the original legislation was 
based and because some con- 
sideration should be given to the 
widely differing interpretations 
which have developed over the 
years. 

“The prime factor which 
should govern any re-examina- 
tien of the subject is that the 
purpose of the legislation is to 
control outdoor advertising and 
not to suppress it.” 

There had been apparent indi- 
cations of a determination to 
twist the legislation in order to 
destroy a “recognised and neces- 
sary” means of advertising. 

There was no doubt that some 
local authorities had abused their 
powers. They were able to do so 


3,000 at ‘Family of Man’ opening day 


Nearly 3,000 people attended 
the “Family of Man” photo- 
graphic exhibition on its opening 
day at Festival Hall on Thursday 
of last week. 

Sponsored by Picture Post and 
the United States Information 
Service, the exhibition shows the 
life, work and leisure of people 
in all countries of the world. It 
was organised by Edward Stei- 
chen, director of photography at 
the Museum of Modern Art, New 
York, who, from two and a half 
million photographs, chose the 
503 pictures from 68 countries 
that are being shown. The exhi- 


bition has already been seen in 
Washington, Guatemala, Amster- 
dam, Paris, Brussels and Tokyo. 

The opening ceremony, which 
was performed by Professor E. A. 
Richardson, president of the 
Royal Academy, the photo- 
grapher Baron, and Bert Hardy, 
Picture Post photographer, was 
attended by stars of radio, TV, 
stage and screen. 

The exhibition will be open 
from noon to 7 p.m. throughout 
this month at an admission price 
of 1s. (children half-price). 

George Fearon is in charge of 
press relations. . 


with impunity as there were only 
limited grounds of appeal. 

The memorandum stated that 
it was essential that any strength- 
ening of the regulations should be 
counterbalanced by adequate 
rights of appeal, and there should 
be an appeal against many of the 
existing powers of local authori- 
ties. 

The Minister's idea of extend- 
ing areas of special control was 
“far too sweeping.” 


‘Educate the 
retailer’ 


Strong support for the views 
expressed in the ADVERTISER'S 
WEEKLY (July 27) leader, “Edu- 
cate the Retailer,” was given by 
both The Drapers’ Record and 
Men's Wear last week. 

Men's Wear commented: “The 
point is made that the manu- 
facturer too often adopts the 
attitude that if he creates a big 
enough demand for his product 
‘the retailer will have to toe the 
line’-—a dogmatic attitude which 
invariably leads to antagonism. 

“ADVERTISER'S WEEKLY stresses 
the importance of the trade press 
as the medium for telling the 
retailer how the various aspects 
of a comprehensive advertising 
medium campaign will help 
him.” 

The Drapers’ Record recalls 
that it “has on several occasions 
referred to the necessity for 
suppliers to cultivate retailer 
goodwill. It is gratifying that 
our views are now confirmed by 
such an influential journal as 
ADVERTISER’S WEEKLY.” 


* ONE OF BRITAIN’S BEST MARKETS 


ered by SURREY ADVERTISER 


LONDON : 143 Fleet Street, E.C. 4. Tel: FLEet street 6692 


Head office: GUILDFORD Tel : 5252 
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Robert Sharp’s, the Compleat Agency 


Robert Sharp’s do nothi 
foresight and planning. 
creative genius into play. 
All their clients get personal service from one of 
the Directors. All their Directors, although young as 
Directors go, are responsible and deeply experienced. 
Robert Sharp’s attribute their success — for they 


without a generous amount of 
en they bring their impatient 


have tripled their billing since 1952—to the orig- 
inality of their thinking and their creative ideas. 
They are probably best matched with a similar type of 
client ; one whose = appropriation is growing 
fast, but has not yet reached the limit. 

If your enterprise is a lively one, and you appreciate 
a lively service in return, please get into touch with us. 


ROBERT SHARP AND PARTNERS LIMITED, 3 Wyndham Place, London, W.1, Tel: AMBassador 1471-2-3-4-5 


INCORPORATED PRACTITIONERS IN ADVERTISING 
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STORK pO MOMSTRATION KITCHEN 


WW 


This demonstration kitchen-on-wheels, 

was awarded the gold medal for the best 
Agricultural Show. The van 
appearance at the Oxford Agricultural Show in May. 


Margarine Cookery Sérvice, 
trade stand at Liverpool 


specially constructed for the Stork 


made iis first 
In charge is Mrs. 


Sue Hewitt, driver and chief demonstrator for Stork Margarine Cookery 
Service. 


Film publicity chief heads new 
international PR organisation 


A new international public 
relations concern, the Leslie 
Frewin Organisation Ltd., has 
been formed. Offices at 48 
Berkeley Square, Mayfair, W.1, 
are now being staffed with 
“experienced public relations and 
publicity experts to handle the 
large volume of well-known 
accounts already contracted.” 

The organisation is to specialise 
in the handling of entertainment 
personalities, film and stage pro- 
ductions, writers, producers and 
directors, as well as commercial 
and industrial undertakings. 

The organisation has estab- 
lished facilities for the handling 
of large-scale Anglo-US _pro- 
ductions made in Europe, and 
has its own staff of photo- 
graphers, unit press representa- 
tives, feature writers and general 
publicists. 

Full representation has been 
established for the organisation in 
Los Angeles, New York, Paris, 
Rome, Zurich, Berlin and the 
Cote d’Azur. 

Among the personalities of the 
entertainment world already being 
handled are Pamela Kellino (Mrs. 
James Mason), Frankie Howerd 
(films), Deborah Kerr, James 
Mason, David Niven and Merle 
Oberon. Film and stage pro- 
ducers under contract are Fred 
Feldkamp and Raymond Stross. 

The Leslie Frewin Organisation 
are also at present handling three 
motion pictures in production and 
are negotiating contracts for five 
further films in the immediate 
future. 


Walkers 


; MANCHESTER | 


Included among the industrial 
and commercial accounts already 
contracted are a large British 
confectionery concern, a British 
hair stylist, two French commer- 
cial accounts, a charity organisa- 
tion, a wine importer and several 
other firms. Names have not yet 
been released. 

Leslie Frewin, managing direc- 
tor of the organisation, who in 
May resigned as director of 
publicity to Associated British 
Studios, Elstree, to form the new 
company, returned this week from 
a business tour of Switzerland 
and Germany which took in visits 
to Zurich, Munich, Stuttgart and 
Frankfurt. 

New Irish office 

The Association of Advertisers 
in Ireland has acquired office 
premises at 45 Kildare Street. 
Dublin, for its permanent head- 
quarters. It is staffed by the 
Association’s assistant secretary, 
Mrs. Ellen Langton: 


Overseas boost 


Numbers of overseas buyers 
are expected to attend the world’s 
biggest Gifts and Fancy Goods 
Fair to be held at Blackpool 
February 4-8. 

“In recent years the Fair has 
grown enormously and has be- 
come a recognised international 
fair.” said Elkan Simons, chair- 
man of the Fair. “Next year’s 
will be the eighth to be held, and 
nearly a thousand exhibitors, in- 
cluding a number from overseas, 


(showcards) (TREY. 


Larder check in 
‘Herald’ 


of soup brands 


The first of the fourth series of 
Daily Herald Commodity Reports 
has been issued. It deals with 
soups, and is based on a survey 
carried out among 5,156 house- 
wives during February and March 
this year. Three types of branded 
soup, canned, soup mix and 
powdered, are dealt with. 

Interviewers were instructed to 
compare housewives’ statements 
as to brands last bought with 
actual containers brought to them 
from the larder. 

This is the first in the series 
of Commodity Reports issued for 
which such a visual check has 
been carried out, “thus establish- 
ing the brand-share position with 


survey 


greater accuracy than evel 
before,” says the Herald. 
Separate tables show when 


each type was last bought, and 
the brand and flavour last bought. 
Where practicable, the informa- 
tion in the report is given for all 
housewives interviewed by their 
age, social class, the area and 
town size in which they live, and 
these findings are compared with 
those for Daily Herald readers. 

The soups report will be issued 
to leading manufacturers and 
advertising agents by John Ross- 
wick, advertisement director of 
the Daily Herald. 


s . . 

Fair booking 
The third Hardware Trades 
Fair will take place at both 
Royal Horticultural Halls from 
February 25 to March 1. Already 
96 per cent of the total floor area 
has been allocated, say the or- 
— Universal Exhibitions 
td 


IPA readership survey 


Field work on the National 
Readership Survey of the Insti- 
tute of Practitioners in Advertis- 
ing was completed at the end of 
last month. 


for biggest Fair 


will combine to show the largest 
range of fancy goods ever seen.” 

Invitations are being sent to 
buyers in nearly every country. 
In addition many manufacturers 
will be sending out personal 
invitations, Posters will be 
displayed abroad, and 25,000 
leaflets giving details of the Fair 
are to be distributed to additional 
overseas buyers. 

The exhibition will occupy an 
area of over 300,00 sq. ft. 


1956 


AuGustT 10, 


look/ 
ligten / 
reillove, the 


ao show 


One of the advertisements that will 

be appearing in London evening 

newspapers for the Radio Show, 

Earls Court, August 22 to Septem- 
ber 1 


ISMA EXAM 
RESULTS 


In the 1956 final examination 
in sales management, set by the 
Incorporated Sales Managers’ As- 
sociation, winner. of the Pickup 
Medal (highest aggregate marks) 
was E. H. Hawkes, of London, 
with 72 per cent. 

First prize of 10 guineas in the 
market research division went to 
W. A. Zuberi (Leeds), with R. J. 
Rogers and J. E. A. Claridge, of 
London, sharing second prize of 
five guineas. Donor of these 
awards is W. N. Coglan, Sales 
Research Services Ltd. 

In the marketing section, Z. W. 
Bienkowski (London) won the 10 
guineas first prize, second prize of 


five guineas being shared by 
J. E. A. Claridge, J. H. Hood 
(both of London) and P. M. 


Hanscombe (Liverpool). Awards 
in this section were given by 
W. R. Bowden, Horlicks Ltd. 

K. A. Kimber (Leeds) won the 
award in the advertising section— 
10 guineas, given by Clifford 
Bloxham, Clifford Bloxham & 
Partners Ltd. 


Smoking and cancer 


The Socialist Medical Associa- 
tion has issued a statement deplor- 
ing “the action of the Minister of 
Health in rejecting the advice 


given him to undertake a national 
publicity campaign calling public 
attention to the casual connexion 
between 
cancer.” 


smoking and _ lung 


CENtral 4965/6/7 
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Is it YOUR plant ¥©%) he’sdriving? 


y Heisa plant operator working on a new factory site. He is one of 
many, for it is a very big project indeed. So whose plant is he 
driving? Yours or your competitors? 

No need to tell you that choice of plant for such an important job wa: 
made chairman level. So which one of you advertises in MACHINERY 
MARKET—the journal that every top man reads? 

MACHINERY MARKET is the-commercial engineering journal. 

The only engineering journal that executives read specially for the 
advertisements. The man who has to buy machinery or plant turns 
to it as a matter of course. If you have machinery to sell (new or 
second hand) the right man will know about it if you advertise in 
MACHINERY MARKET. 


MACHINERY MARKET 


THE commercial engineering journal 


need machinery and engineering material. A supplement published each week 
= FRIDAY contains an immense selection of plant for sale, wanted and for auction. An 


1 E Vv E R y Every form of manufacture is covered by MACHINERY MARKET—all who use or 
annual subscription of 55/- includes the Machinery Market Trades Inder. 


THE_MACHINERY, MARKET LIMITED,'146A_ QUEEN VICTORIA ST.,/E.C.4, Tel: CITy 1642 (6 lines) 
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The colour bookings to date in WOMAN for 1956 
are 27% more than for the whole of 1955. This 
substantial development indicates the growing 
appreciation by advertisers of the power of colour 
allied to an A.B.C. sale of 3,306,959 and a readership 
of over 6,000,000—more than a third of all women 
in the country. 


Now this power has been vastly increased through 
a major advance in WOMAN’s service to adver- 
tisers. For the first time, double-page spreads 
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in colour will be available. To advertisers 
launching a new product or making a special drive 
on an established one, this new colour space has a 
value that cannot possibly be equalled any- 
where in Great Britain. 


Because of the still unsatisfied demand for colour 
in WOMAN the frequency of the double spreads 
will be limited—they can only be booked by 
special arrangement. 


HARRIS KAMLISH, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD., 96-98 LONG ACRE, LONDON, W.C.2. Temple Bar 2468 
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SOWWENY 


THE FACTS 
OF LIFE 


An unusual conference has been 
held in Buxton this week. 
Managing directors and adver- 
tisement managers of a group 
of Scandinavian newspapers 
gathered in this British spa to 
hear about Britain’s export 
problems. 

What a sad commentary on the 
lack of initiative shown follow- 
ing the heartily-supported pro- 

. posal at the annual conference 
of the Advertising Association 
that a special export conference 
should be held in the autumn ! 

While organised British advertis- 
ing is content to be vaguely 
associated with a sales man- 
agers’ discussion of the ques- 
tion “Can we sell our way out 
of inflation?” foreign friends to 
whom we should be selling 
come to find out what our prob- 
lems are and how they can help 
solve them. 


Strong condemnation 


What have they heard? Strong 
condemnations by _ British 
advertising agents of the British 
attitude to export marketing. 

Gordon Wilson said: “British 
industrialists are too conscious 
of factory problems and not 
conscious enough of the person 
who buys the end product.” 


O. M. H. Jackson contributed an 
attack on manufacturers who 
imagine that they can sit 
behind their desks and still sell 
in highly competitive overseas 
markets, 


Finding the facts 


Having justifiably attacked “slow 
moving” industrialists, the 
agency men bemoaned the fact 
that “we lack information on 
export markets.” 

Whose fault is that? 


Media owners may reasonably be 
expected to provide information 
about the coverage they offer. 
The advertiser should certainly 
go out himself and meet the 
people to whom he wants to 
sell his products. 

But it is the duty of the market- 
ing expert to find the facts 

_ essential to campaign planning. 

Some agencies are creating 
effective international networks 
to serve their clients. That is 
the pattern to follow. 


Don’t 


TALKING POINTS 
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shoot at detergents ads until 


you see the whites after washing 


HITER THAN WHITE? 
How ridiculous! We've 
all said it after particularly 
strong doses of detergents 
advertising. 
But now it appears that 
there is, after all, some justifi- 
cation for claims made in the 


forceful advertising of the 
washing powder manufac- 
turers. ; 


The Director, journal of the 
Institute of Directors, devotes an 
article to the subject in its August 
issue. 

“Is ‘whiter than white’ just 
another slogan in the wash-tub 
war waged endlessly by the pub- 
licity battalions of the soap and 
detergent kings, or is- there some- 
thing more to it? The answer, 
quite definitely, is “yes,” states 
the journal. 

“Many washing powders really 
do make the weekly wash whiter 
and brighter than ever before 
because they contain tiny traces 
of synthetic chemicals known as 
‘fluorescent dyes’ or ‘optical 
bleaches.’ 


Scientific explanation 


“Textile manufacturers are 
using these dyes in their finishing 
processes so that cloth of a 
hitherto unattainable whiteness 
is now available.” 

Satisfied? No. Then here’s 
a brief scientific explanation of 
how these strange substances 
work : 

Fluorescent dyes produce 
their effect of whiteness by 
making visible the normally 
invisible ultra-violet rays of 
sunlight. Ultra-violet light is 
invisible because its wavelength 
is too short. Fluorescent dyes 
have the property of absorbing 
ultra-violet rays and re-emitting 
them as visible, pale blue light 
Thus, when these _ virtually 
colourless dyes are added to 
white cloth or paper, because 
they ean utilize the ultra-violet 
rays, they reflect a_ greater 
amount of visible light to the 
eye of the viewer. 

Well, that may not mean a 
great deal to the layman. But it 
is enough to convince those of us 
who have sneered at the deter- 
gents advertising that we should 
creep away and take a course in 
general science. 

As The Director adds, the 

‘popularity of “these curious sub- 
stances” will increase with the 


“Now, Miss Fayre, you 


represent the average 
housewife shielding your 
eyes from the whiteness.”’ 


“whiter than white” cult fostered 
by powerful advertising. 


ADS THAT AREN’T 
ACK of understanding of the 
meaning of the word “adver- 

tising’ often leads to strange 
statements with an anti-advertis- 
ing ring. 

The Penguin Story, produced 


to mark the famous publishing 
concern’s twenty-first birthday, 
provides an example. 

It states that “instead of adver- 
tising, Penguin’s has developed 
other and less expensive methods 
of bringing its books to public 
attention. It provides . . . show- 
cards for new books or particu- 
lar series . . . has been 
inventive in designing vigorous 
and visual incentives to the 
passer-by. But more ambitious 
are the Penguin Exhibitions.” 

As J. L. Bullock, of Kenton, 
Middlesex, who draws attention 
to it, says, how misleading is the 
phrase “instead of advertising” 

The very fact that they publish 
such a book indicates that the 
Penguin people are conscious of 
the value of advertising and, 
indeed, apply it sensibly and 
expertly. 

If eye-catching show-cards and 
exhibitions are not advertising, 
what is? 

Penguin’s should publish a 
dictionary—or study one. 


HOLY SMOKE! 


HERE has been considerable 
speculation about how much 
Sir Laurence Olivier has received 
for the use of his name for the 
new Benson and Hedges cigarette. 
“Tanfield,” of the Daily Mail, 
on Wednesday put the figure at 
a handsome £10,000. Some say 
that estimate is too low. 


TOMORROW'S TOPICS 


@ The planning stage completed, 
Charles Colston Ltd. and its 
subsidiaries, are now gearing 
up for production. Heavy ad- 
yertising will soon announce a 
range of labour-saving house- 
hold appliances and the biggest 
battle for years will develop in 
this market. 


@ Anticipating the advent of 
betting shops, provincial book- 
makers are planning co-opera- 
tive advertising in local news- 
papers to counteract the effect 
of national advertising by large 
concerns. 


® Special late-season advertising 
is planned by coach operators 
in the North-West who are to 
run October holiday tours to 
make up summer revenue lost 
owing to the bad weather. 


® Factory bakers will spend more 
money on advertising following 


the abolition of subsidies on 
bread and the end of price con- 
trol in September. To offset the 
loss of subsidy, bread prices 
will have to be increased and 
manufacturers will promote 
campaigns to maintain and, 
later, increase demand. 


@ Several Lancashire __ textile 
houses believe there is a big 
future for ready-made curtains. 
Market research has revealed 
that eight standard sizes will fit 
four out of five windows in 
Britain, and winter campaigns 
are expected to launch compet- 
ing ranges. 


@A record number of new re- 
ceivers will be featured at the 
Radio and Television Exhibi- 
tion this year. Biggest devel- 
opments are expected in the 
record-playing field. 


ROUND TABLE 


Ask for samples 
and prices 


LEWIS KNIGHT 
° & COMPANY 
8 Chingford Mount Rd., 
e London, E4. 
LARkswood 2241/2. 
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18th International Commercial Motor Transport Exhibition 


SHOW NUMBERS 


September 14 SHOW GUIDE 


? 


Press date ordinary advertisements September ; 


September 21 SHOW REPORT 


Press date ordinary advertisements September 10 


September 28 SHOW TECHNICAL REVIEW 


Press date ordinary advertisements September 17 


Published by 
TEMPLE PRESS LIMITED, BOWLING GREEN LANE, LONDON, E.C.1 


TERminus 3636  2-3039 London Telex 
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GNORAREPHOBIA 


is an 

occupational disease of 
editors of all kinds. They are 
panic stricken at the thought 
that somebody does not want 
to read what they have written. 
They sometimes perform the 
most extraordinary typo- 
graphical antics so that they 
shall be noticed. But it was 
surely Oscar Wilde who ex- 
plained that a man could draw 
attention to himself if he went 
round a drawing room by 
walking on the chairs, but that 
such acrobats would not neces- 
sarily commend what he had 
to say. 

Even the shallowest study of 
house organs reveals the high 
incidence of fear of not being 
read (you will forgive the bastard 
Latin atrocity with which I intro- 
duced the subject?). To over-. 
come it editors lace their pages 
with any kind of boxes, panels 
and bits and pieces like a jerry- 
builder decorating a housing 
estate with phoney timbers and 
stained glass inserts in leaded 
windows. 

Before we go further it is 
necessary to divide house organs 
into two main groups. Whether 
they are customer magazines or 
“internals” they are all capable 
of this simple classification. 

What sort of people are their 
readers? Do they read one 
of the more frivolous daily 
picture papers, or do they read 
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REVIEW OF HOUSE ORGANS 


What to do to make sure that 
the material you present 
will be taken notice of 


Guide for editors who 


want to 


a serious newspaper? Are 
they illiterate mujiks or are 
they capable of thinking—and 
the ability to reason is much 
more rare than the amount 
spent on education would lead 
one to suppose. 


If your readers are in tbe first 
group you must season your 
journalism with lots of high- 
flavoured sauce. But this is more 
difficult than it seems. Whether 
or not you like the picture news- 
paper as a source of news and 
enlightenment, you must recog- 
nise that it is edited with very 
great journalistic — skill. The 
formula is cunningly com- 
pounded. There is no question 
of merely trying to make a dull 
or badly written feature readable 
by sticking a joke in a box in the 
middle of it. Such successful 
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be read 
By BRIAN HILTON 


papers are brilliantly 
The pill of persuasion is 
smothered with jam—but it is 
there and often the more potent 
when not discernible. 


written. 


If, therefore, their readers are 
your readers you must make your 
jam as fruity. But you must not 
lose sight of the solid job that 
your house organ exists to do. 

What is the editorial recipe? 

It seems to me to be uncom- 
plicated although not easy. If 
you are writing for people who 
cannot think, or will not think, 
you do the thinking for them and 
lead them to a conclusion which 
they come to believe they have 
thought out for themselves. 

This is done not by down- 
right lies or misrepresentation, 
but by a process much more 
subtle. You select from the 
facts of a case those which 
support the view you wish to 
promote and you emphasise 
them. You flavour them with 
analogy, allusion and anecdote. 

You colour them by dramatic 

over-writing. Then come your 

gimmicks—your boxes, panels 
and quotes all relevant to the 
article. 

Thus your decorations stem 
naturally from your subject. They 
stimulate the appetite for the 
article, they underline its points 

-and drive home its conclusions. 

This technique offers twin 
advantages. 


The page or part of a page 


A section of the British Thomson-Houston Co.'s stand at the recent 
Royal Agricultural Society of England's Show at Newcastle-upon-Tyne. 
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AUGUST 


on which the article appears has 
the “bright” broken appearance 
which is attractive to skimmers, 


but the decorations do not dis- 
tract attention from what you 
have to say. This latter point 
is very important. Have you not 
found yourself breaking off in the 
middle of an article even in 
serious journals to read a picture 
joke or other interpolation, then 
finding it difficult to get back 
into the swing of the article? If 
the interpolation is relevant to 
what you are reading you may 
return to the main body with 
refreshed interest. 

If, however, your readers are 
in the second group, if thev are 
both able and willing to think, 
fear of not being read must be 
overcome in a different way. The 
articles may be more difficult to 


write—since they will be read 
critically—but they are easier to 
present. 


Appeal to mind 

Here, the problem is not an 
appeal to a vacant mind just 
waiting to be filled by the first 
excitement, but to a busy mind 
which will select its reading by 
reason. Typographical tricks 
become less necessary, if not com- 
pletely superfluous. Headlines, 
however, need a great deal of 
thought, since they must stimu- 
late the interest of the man on 
whose reading time there is 
already too much pressure. 

It can be advanced as a genefal 
statement—to which there are 
many exceptions — that not 
enough thought is given to head- 
lines in serious house journals 
and not enough space either. 1 
favour the blurb, that very brief 
précis of the character of an 
article which accompanies the 
headline or is put in a box near 
it. 

This, if well done, enables 
the reader to come to a perusal 
of the article with an attitude 
of mind—inquiring, challeng- 


ing or approving—which can 
not only persuade him to read, 
but which can hold his interest 
because he has some idea of 
the points to be made as the 
story or argument unfolds. 
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T THIS TIME, when media 
availability is increasing and selling generally is 
becoming harder, manufacturers and advertisers 


will seek to examine their advertising plans in 


the light of changing circumstances. 
Certain factors remain quite clear: 


1 The mass market is the only market which 
offers hope of expansion to an advertiser 
anxious to increase sales on a large scale. 


It is even more important today to address 
advertising through media where a sympa- 
thetic and useful audience can be reached 
without duplication, and at the lowest possible 
cost per consumer. 


We wish to present the case for the DAILY HERALD on 
this basis, and will shortly be issuing a new series of 
Market Surveys which indicate changes in market trends. 
The new surveys cover the following commodities : 


BUTTER and MARGARINE * BREAKFAST CEREALS 

BAKED BEANS * CANNED PEAS and other CANNED 

VEGETABLES * WASHING POWDERS and SOAP FLAKES 

TEA and COFFEE ° JELLIES and BLANCMANGES 
CAKE MIXTURES 


This is a matter of absolute importance to all those 
engaged in the distributive field. If you would like to 
see copies of these surveys just send your business card to... 


THE 
BUYING HABITS 
OF DAILY HERALD 
READERS 


JOHN ROSSWICK, 
ADVERTISEMENT DIRECTOR, DAILY HERALD, 
ACRE HOUSE, LONG ACRE, LONDON, W.C.2. 

Telephone: TEMPLE BAR 1200. 
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HOUSEHOLD im 


EQUIPMENT NEWS & 


mate wa ta 


A change of rame—but not a change of heart 


Aucust 10, 1956 


from September 

Household Equipment News 
hecomes 

HARDWARE NEWS 


_—— — 
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NEW NAME ...NEW FORMAT 
WIDER COVERAGE ... 


Going to over 15,000 readers in the Hardware and Ironmongery 
Trades, “ Hardware News” brings to them details of all the latest 
selling lines. 

As the only controlled circulation journal in its field, “Hardware 
News” is the cheapest and best method of publicising your 
products. 

It costs on the single insertion } page rate, 18/8 per thousand 
readers; every one of whom is your potential salesman. 
Specimen copy and rate card supplied on request. 
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Published monthly by 

TOTHILL PRESS LIMITED, 

33 Tothill Street, London, S.W.1 
Whitehall 9233 
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ADVERTISER'S WEEKLY 


sutvey of a new medium 


CONTROLLED CIRCULATION 


EADERSHIP of a trade 

journal tends to be one of 
those things which most of us 
take on trust—like the distance 
from the earth to the furthest 
star. We are told of the process 
of calculation which causes the 
figure to be arrived at but 
neither we, nor anyone else, 
can give the kind of visible 
proof which is thoroughly con- 
vincing to the  hard-bitten 
sceptic. 

We are told what is the print- 
ing order, we may be shown a 
certificate of posting. But no pub- 
lisher, in my experience, has ever 
offered to show me his file of 
orders for subscriptions—and, if 
he did, the majority are likely to 
be signed by somebody other 
than the originator of the request 
for the journal. 

It may be the sales manager 

of our competitor who puts a 
clerk to work each month to go 
through and see if there are 
any good sales leads he has 
overlooked. It may be the 
company secretary who likes to 
keep abreast of company regis- 
trations, patents and _ trade 
names. There are other possi- 
bilities more and less encour- 
aging but the point is that we 
cannot really know. 


Material for judgment 


So we form a judgment based 
on the quality of the editorial, 
the number of our competitors 
using the medium, the age and 
prestige of the journal, the 
claimed circulation at home and 
overseas and such evidence of 
results as the publishers can 
supply in the form of letters of 
thanks, inquiries for information 
and so on. 

Having taken our decision we 
book space on an uneasy basis 
trial and error. 

If we get startlingly good 
results we are amazed and may 
add another to the publisher’s 
collection of grateful letters. If 
we do not get results we blame 
the journal—but there is always 
the possibility that our advertise- 
ment was wrong. Generally, we 
get just enough to keep us in 
without ever really being sure 
that we are getting our money's 
worth. 

This long preamble is necessary 


A technical ad man looks at 
controlled circulation 


journals and sees 


Keen struggle ahead for 


paid circulation journals 
By R. MACDONALD WATSON, M.LA.M.A, 


to illustrate the problem and 
show the anxious thought so 
often given to choice of media. 
Now look at the contrast which 
a good controlled circulation 
journal offers, 

Firstly, we are told how many 
readers have asked to receive the 
journal personally. Secondly, 
we are told what position they 
occupy in their company. 

Thirdly, we are invited to go 
and see for ourselves if we wish. 

Fourthly, the whole orientation 
of these journals is to bring 
advertiser and reader into 
mutually beneficial contact. 

The layout ensures that every 
advertisement is not merely 
facing matter but also adjacent 
to it; the nature of the editorial 
matter has a powerful news bias 
and is exclusively up to date; 
the indexing, reference numbers, 
inquiry cards and prompt reader- 
ship service are all designed to 
facilitate business. 

Finally, we can see how many 
inquiries have been received in a 
given period and who sent them 
(for a non-competitive product, 
of course). 

aturally, we do not get all 
this for nothing and space rates 
are high by comparison with 
most paid circulation journals. 

But we deal with demonstrable 

facts and receive measurable 

rewards. 


“A form of direct mail with 
the disadvantage of all the other 
matter clamouring for atten- 
tion,” one might say with a 
certain amount of truth. But no- 
body can expect a buyer to ask 
for a direct mail letter to be sent 
to him, nor can one repeat pre- 


publicity manager, BX Plastics Ltd. 


cisely the same message every 
month in a letter, however well 
presented. From this it follows 
that the high percentage of waste 
circulation in direct mail cam- 
paigns, coupled with the much 
higher costs of production and 
distribution, tend to offset the 
element of competing interest in 
the journal. Probably the results 
of similar expenditure on both 
would be comparable if a uni- 
formly high standard of mailing 
were maintained, and it would 
be interesting and valuable to 
have more information on this 
subject. 


Drawbacks to system 


Unfortunately, there are 
several real drawbacks to this 
otherwise excellent system, and 
although some of them are 
common to both controlled and 
paid circulation journals, atten- 
tion must be drawn to them. 


The element of competition 
for interest is what is essentially 
a news publication is more 
serious than in one which relies 
on semi-didactic editorial for its 
appeal because the nature of the 
publication renders it more 
ephemeral and there is, generally 
speaking, less time for your mes- 
sage to hit its mark. From this 
it follows that, as more and more 
advertisers become alive to the 
advantages offered by a con- 
trolled circulation journal, each 
advertisement has a smaller 
chance of success, and although 
this also applies to paid circula- 
tion journals, it does so to a lesser 
extent. 

The remedy for this kind of 

Rake’s Progress lies in limit- 


ing the field covered by the 
journal and raising the space 
rates, but I suspect that such 
measures would inevitably 
limit profits on the journal and 
this renders them somewhat 

Utopian. 

For similar reasons, the appeal 
of many controlled circulation 
journals will fail to reach the 
really technical readership as 
effectively as the paid circulation 
journal with highly paid profes- 
sional contributors. 


Another obvious danger is 
that, as more publishers enter 
what is now an established field, 
a point may be reached at which 
the potential reader is so flooded 
with literature that none of it re- 
ceives more than a_ cursory 
glance. At that oes the direct 
request for circulation on which 
the whole principle is based will 
break down through lack of 
continuity. 


Combining the contents 


Study of journals employing 
the idea in the United States 
shows that the tendency is to 
attempt to combine the attrac- 
tions of news and keyed adver- 
tisements with those of more 
advanced editorial content—as is 
being done already over here by 
at least one controlled circulation 
journal. In my opinion, the time 
is hardly ripe for this develop- 
ment here, but will not be long 
delayed, and when it does come, 
it will mean a keen struggle for 
existence for the trade journal 
using the older methods. 

At present, any firm of re- 

within an industry must 

I some obligation to support 

the journal or journals which 

feed the industry with informa- 

tion, technical data, statistics 
and the like. 

competition with other journals 

giving similar editorial, but 

using the controlled circulation 

system of distribution, and 1! 

doubt if loyalty would be 

equal to the strain. It would 
be a big move in the right 
direction if more trade journals 
published their audited circula- 
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LSEWHERE in this issue, 
controlled circulation is 
considered as it exists today 
in this country—its status, its 
effectiveness and the growth it 
has achieved. Here, leaving the 
present, we take a brief look 
into the past, and endeavour to 
consider what the future holds 
for this policy. 

When Blake Ozias formed a 
£100 company and launched the 
first British controlled circulation 
journal in December, 1951, few 
shared the confidence he had in 
the venture. Those who doubted 
then would now be amazed to see 
the strides that have been made 
during the past four and a half 
years. In so short a time this 
new policy has been vindicated 
and is now accepted as part of 
the pattern of British publishing. 

Controlled circulation has cap- 
tured the attention of many of 
the great publishing houses, who 
accept the policy as an important 
contribution to their businesses. 
With some 30 journals covering 
sO many industries and such a 
wide variety of subjects, there 
can now be hardly an advertising 
agent in the country who has not 
had the experience of using one 
or another of these journals and 
of proving to his own satisfac- 
tion that the policy works—and 
works very well indeed. 

Origin in America 
A far-seeing American jour- 

nalist, well known to his asso- 
ciates for his drive and enthu- 
siasm, Blake Ozias was formerly 
editor of a daily newspaper in 
Pennsylvania and was Washing- 
ton correspondent of the Cleve- 
land News. With the end of 
prohibition in the United States, 
he set up over there a controlled 
circulation journal for the wine 
and spirits trade. 

It was this close experience of 
operating the policy of controlled 
circulation in America which 
enabled him to see the gap in 
British publishing and which gave 
him the courage to launch the 
same policy when he came to 
England in 1951. The journal 
which he introduced, /ndustrial 
Equipment News, was a British 
edition of the first controlled 
circulation journal to be started 
in America, and ran to eight 
pages with a circulation of about 
5,000 in its first issue. 

Naturally this pioneering effort 
resembled more closely the early 
efforts in the US over 20 years 
before, when the policy was born 
as a result of the slump following 
the Wall Street crash. 

The basic idea was to ensure 
that all recipients of a journal 
covering a specialised business 
field should belong to that field 
and have the same functions in 
it. This was achieved by the 
publisher controlling the distri- 
bution of each copy to an indi- 
vidual who qualified according to 
his definition. 

The policy, at one blow, 
established who the readers 
were, so that the editor knew 
what to include to satisfy their 
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CONTROLLED CIRCULATION 


The progress made by this type of 
journal has been so rapid that 
already the need for some special form 
of circulation audit is being voiced 


The prospect ahead 


for the new medium 


By J. A. CLARKE, 


editor of Production Equipment Digest and 
Garage and Transport Equipment. 


common interest, and those 
interested in advertising knew 
precisely what products, pro- 
cesses or services were used by 
readers. Both editorial and 
advertising columns therefore 
contained material which was 
beamed at a particular type of 
reader. The reader in turn 
found a journal which was 
designed specifically for him 
and consequently gave it maxi- 
mum attention. 

Much depends upon _ the 
quality of editorial in controlled 
circulation journals. The policy 
of qualified readership leads the 
horse to the water, so to speak, 
and stands him over it. Good 
editorial then has a great con- 
tribution to make in order to 
ensure that he drinks. One must 
remember, however, that in busi- 
ness publishing the reader is also 
interested in and does look for 
the advertisements, both to see 
what is new and as a reference. 


Reluctance to answer 


It was not easy to get British 
manufacturers to co-operate in 
1951 by answering question- 
naires. There was a certain reti- 
cence, due partly to the volume 
of controls and documents to 
which they had become accus- 
tomed during the war and early 
postwar period. Consequently, 
it was not possible at first to 
reach very far towards the ideal 
of readers applying for the jour- 
nal, which is sent to them by 
name. 

As in the US, this develop- 
ment of obtaining a high propor- 
tion of requested copies and 
named readers is expected to 
grow in importance here as jour- 
nals become longer established 
and advertising interests demand 
information on these points. 

By far the greatest develop- 
ment in the future of controlled 
circulation in this country will 
be the establishment of a body 
capable of auditing the quality 
of these circulations by examin- 
ing records in _ publishers’ 
offices. One result of this will 
be an increasing demand for 
circulation detail from adver- 
tisers and agencies. This in- 


creased appetite for circulation 

details is sure to have an effect 

upon the amount of informa- 
tion which is expected from 
conventional journals, 

As long ago as October 1931, 
39 American business puwblica- 
tions and 11 advertisers and agen- 
cies became charter members of 
a new. circulations auditing 
bureau called Controlled Circula- 
tions Audit Inc. Latest available 
figures raise these numbers to 398 
business publications, 101 adver- 
tisers and 85 advertising agencies. 


Maintaining the standards 


The rapid development of con- 
trolled circulation in Britain has 
brought us to the point where 
such an organisation is desirable 
in order to establish and main- 
tain high standards among the 
journals. This is likely to be one 
of the major developments in the 
near future. There is no doubt 
whatever that very many are pro- 
ducing excellent results. It is not 
surprising, however, that in the 
absence of any central policy or 
guidance, a certain looseness of 
terminology and even of practice 
is creeping in. 

The fact that the publisher con- 
trols his circulation enables him 
to know for certain all about it. 
This would be impossible if the 
journal were distributed through 
bookstalls. He can provide accur- 
ate and detailed information 
about his circulation to potential 
advertisers and agencies, and 
should be pressed by them to do 
so. Quality of readership and 
accuracy and availability of in- 
formation about it are cardinal 
points in controlled circulation. 

But since accuracy is both pos- 
sible and desirable, percentages 
should not be encouraged, parti- 
cularly where they may confuse 
the issue. In the same way, the 
value of a journal should be 
assessed by proved facts on the 
basis of one reader per copy. It 
is true that copies are often 
passed on, but the extent to 
which this occurs can never be 
proved and it is therefore better 
to keep to the known facts. 

Some confusion still exists in 
some circles concerning the differ- 
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ence between controlled circula- 
tion which establishes the quality 
of each individual reader and free 
distribution which indicates how 
the journal is dispatched. Free 
distribution in itself provides no 
indication of quality. 

In the US the Controlled Cir- 
culation Audit Inc. has now be- 
come known as BPA, which 
stands for Business Publications 
Audit of Circulation Inc. Only 
business  publications—that _ is 
trade and technical magazines 
are considered eligible as con 
trolled circulation journals and, 
indeed, it is difficult to visualise 
how a member of the general 
public could be considered a 
“qualified” reader. The way in 
which BPA operates may be of 
interest to those who would like 
to see a similar body here. 

To begin with, BPA is a non- 
profit membership corporation 
with its governing board of 
directors selected each year by 
the membership from its adver- 
tiser, advertising agency and pub- 
lication membership. 


Use of forms 


All publications whose circula- 
tions are audited by BPA submit 
two six-month publisher's state- 
ments each year. These are sub- 
mitted on standard forms sup- 
plied by the bureau. When these 
statements are submitted at the 
end of June and December they 
are processed by BPA and re- 
leased to their entire membership. 

Once a year a BPA auditor 
visits the circulation headquarters 
of the publication member, and 
in a thorough and approved 
manner audits the circulation of 
both six months’ statements 
which have been submitted during 
the year. He has access to the 
publications mailing or subscrip- 
tion lists, post office receipts, 
printing bills and any other kind 
of records necessary to substan- 
tiate the circulation claims made 
by the publisher. 

If, when the audit report is re- 
leased, there are any discrepan- 
cies between the findings of the 
auditor and the statement previ- 
ously submitted by the publisher. 
such discrepancies are noted in 
the audit. If they are flagrant, 
a notice is sent to members. 


Aid to advertisers 


The circulation is verified in 
the publisher's offices against 
evidence that the recipient is 
located at the address shown, 
and that he conforms with the 
publisher's “definition of recipi- 
ent’s qualification.” This evi- 
dence must be dated not more 
than two years prior to the date 
of issue analysed. It can readily 
be seen how detailed information 
of this kind would help an ad- 
vertising agent and his client 
when they were considering a 
journal's merits. 

Expenses of the BPA are met 
by membership dues from adver- 
tiser members, agencies and pub- 
lishers, plus auditing charges 
payable by publishers accordin 
to the number of thousands o 
circulation. 
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B.P.M. The Reader Service Bureau 


received 51,526 enquiries in the first 


year of publication. Thousands more 
are known to have been sent direct to 
advertisers. This proves intense reader 


interest in every page of every issue. 


B.P.M. has a controlled circulation 
of 20,000 copies FORTNIGHTLY to 
Architects, Builders, Contractors, 
Builders’ Merchants, Government and 
All 


effective buyers and specifiers receive 


Local Government Departments. 


a copy, thereby ensuring that the 
industry is fully informed as soon as 


new developments occur. 


The Feper tat pulled 51.526 
enquiries in ts first year 


C.E.D. The PIONEER of controlled 
circulation for the Hotel and Catering 
Industry. It reaches 18,000 selected 
Hotels, Restaurants, Industrial Can- 
teens, Catering Contractors, Hospital 
Management Committees, Cafe and 
Refreshment Bars, Public Schools, 
Selected Clubs in Big Cities, Holiday 
Camps, Stores with Restaurants, 
Government Departments and County 
Councils, Shipping Lines, Air Lines, 
British Railways and is closely read 
by executives and buyers in this 
important industry. 

The effectiveness of this paper is shown 
by a steady average of approximately 
1,000 enquiries being received by our 
Reader Enquiry Service every month. 


For further particulars of these publications write to the Advertisement Manager or ring Temple Bar 3422. 
A specimen copy, rate card and circulation breakdown will be sent to you immediately. 


published by: 
' THE NATIONAL TRADE PRESS LIMITED 


DRURY HOUSE - RUSSELL STREET - DRURY LANE * LONDON W.C.2 
Tel: TEMPLE BAR 3422 


Seo! ee _.- = ws. a : a 
ES 
ee 
“. ee } 
Nas WM phy | 
f 1, 
News,» ,, UM, 
eke lary if, 7 
Ts 2 Ayal Ont ES 
i " fat, om i “ee, ; ls : 
~— “, x 
‘ - , / om > P iy - © . 
; ; o / = Ameer — 2 956 Ty / ; q 
, = SSS ~ 
te; / .. “SSSsSrSss / ee 
. SSS: [ween SES [ER Se 
<a “ ~~ ee / re, te va ~ Tha on / Pd 
RS —, PS 
| 2 
<_ ee a 
' se ae za ‘ — . 
J BA Ws - ZZ 
eet G ose a thes 
os Fae Ce oe av a ———_lld gud 
5 eee eZ a £0 ad BE Le pt at Phy 2 | 
© 4  - 6 =i <2 
ie — ene .-  \ ae 
eae, t al 
| el aN 
E Ge ae th : wen , Oeeres ee ; 
| a. \ | 
at Get a \ S >| 
« . es we 
. all \ A | ME ; 
ae “as Pod x \ = 2s v ve S , 
| _ CE | veo_ 
paper for the hotel s-caloring industry 
SS SS SS SS SS SS SS a eS SS SS SS SS SS 
- 
| 
. 
| 1 
‘) | 
Hi --—-——---—-- - - - - - -- nn 
1] 


ADVERTISER'S WEEKLY 


rS 
er 
\ 


It is a comforting thought that 
when day turns to night St. Clements will be 
taking good care of your type setting, 


block making and plate making—seeing to it 


that your press-day commitments will be met. 


P.S. stands for Personal Service, and by keeping in close 
personal contact with your people you can regard us as an 
extension of your own organisation. 
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St Clements 


type setting 
process 


foundry 
complete day and 
night service 
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ST. CLEMENTS PRESS LTD. 


PORTUGAL STREET, KINGSWAY, W.C.2. Telephone: HOL 7600 
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CONTROLLED [CIRCULATION 


ONTROLLED circulation 
journals have been active 
in the United States for about 
25 years now and many pub- 
lishers of such periodicals in 
the United Kingdom see no 
reason why the American ex- 
pansion shoulti not be matched 
over here. 

That seems to be near to the 
heart of much of the optimism 
prevailing among those in this 
country who operate controlled 
circulation publications. 

The Industrial Equipment 
News can claim to be one of the 
first such publications over here. 
One of the four controlled cir- 
culation journals now published 
by Tothill Press Ltd., it was first 
published monthly in December, 
1951, and the original format fol- 


lowed that of its successful 
American counterpart of the 
same name. When the size 


reached 96 pages early this year 
it was decided to publish twice 
monthly. 

The editorial news service is 
devoted to announcements of new 
developments in equipment, pro- 
duction methods and materials of 
interest to every type of industry. 
Editorial items are prepared in a 
concise and readily assimilated 
form, and are illustrated wherever 
possible. To qualify for inclusion 
on the publishers’ mailing list, 
readers must hold an executive 
position in industry, responsible 
for the selection or buying of 
equipment and supplies. For 
| those who do not qualify under 
| the circulation control, there is 
an annual subscription of £2. 

Readers’ response to advertise- 
ments and editorial matter has 
been most consistent and adver- 
tisers have, without exception, ex- 
pressed their appreciation of the 
results obtained. 


Scope of appeal 

| The first issue of Household 
| Equipment News was in June, 
1955, and was acquired by 
| Tothill Press Ltd. last February. 
| It provides ironmongers, elec- 
trical and hardware factors, 
retail builders’ merchants and 
| departmental stores with up-to- 
date illustrated factual report on 
new selling lines. Information 
includes retail prices where avail- 
| able, method of operation and 
' any special feature which can 


A survey to discover facts 
and figures of the new 
journals has revealed 


A spirit of optimism 


among the publishers 


help sales. A separate feature 
gives news of any price changes, 
sales aids and details of improved 
models of established lines. 
Every care is taken to feature 
only that equipment which has 
not previously been publicised. 
Layout is designed to facilitate 
quick and easy reference to each 
item, and a reader service form 
is included in each issue for the 
convenience of readers. The 
circulation is being increased 
within the next few issues to 
17,000. Copies are mailed 
monthly, direct and without 
charge, to those readers eligible 
under the circulation control. 
Persons not qualifying may 
subscribe at 10s. a year. 

From the September issue, it 
has been decided to adopt the 
more appropriate name of 
“Hardware News” and to 
employ the landscape format 
giving a 10 by 7 inch advertise- 
ment area and a 34-inch wide 
editorial column on every page. 


Purpose of journal 

The first appearance of 
Catering Equipment News was as 
a 24-page specimen issue last 
January, and Tothill Press Ltd. 
aim at producing a monthly 
publication to keep hotel, 
restaurant and canteen managers 
throughout Great Britain abreast 
of the latest equipment, supplies 
and services necessary to run a 
catering establishment efficiently 
and economically. 

Circulation opened with 
21,064, mailed to hotels and 
restaurants, industrial canteens, 
hospitals, education authorities, 
universities, public schools and 
colleges, shipping, rail and air 


lines, government departments 
and services and _ industrial 
caterers. By the end of 1956 a 


figure of 25,000 will be reached. 
A sworn affidavit of printing and 
Post Office proof of posting 
certificate is available for inspec- 
tion each month. The journal 
is distributed free to those 
readers eligible under the circula- 
tion control, but persons not 
qualifying may subscribe at 15s. 
per year. 

The fourth Tothill Press Ltd. 
controlled circulation journal, 
Building Equipment News, was 
started because it was considered 
that the postwar activities of the 


@ Continued on page 29 
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ADVANCE AGAIN! 


THE AUDITED NET SALE FOR T 


— AN INCREASE OF [121,140 OVER THE 
THE LARGEST SALE EVER ACHIEVED BY 


Jud hveriidewment Lemuand vd Mmercidthig Yoo / 


Advertisers requiring specific dates in WOMAN’S OWN are booking 
well ahead. They naturally appreciate the supreme advantage of a 
publication with 100% direct-to-women sale which is read by well over — 
a quarter of the country’s women folk. 

See the latest Hulton figure overleaf 


“STUART MANDER, ADVERTISEMENT DIRECTOR, GEOK CE NEWNES | TD. TOWER HOUSE, SOUTHAMPTON 
_ “STREET, LONDON, W.C.2. : TEMple Bar 4363 (40 lines) 
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- SAME AUDIT PERIOD LAST YEAR AND 
rY THIS FAMOUS WEEKLY FOR WOMEN 
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Womans own 


READERSHIP 
INCREASES! 


Zhe Hodlorebeadorshin Survey | erlimates he readerahin of mans Oar af 


5,340,000 


AN INCREASE OF 380,000 OVER THE FIGURE FOR 1955 
AND A COVERAGE OF 27°4% OF ALL WOMEN 


No wondler forward be 
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CONTROLLED {CIRCULATION 


Journals that are ‘cut to 


fit? a special readership 


building industry needed a journal 
that would provide: 

@ News of the latest develop 
ments in materials, equipment 
and plant in a concise and 
readable form 

@ Advertisers with the best 
chance of bringing their pro- 
ducts to the notice of the right 
men in the industry. 

Since the first issue was pub- 
lished in May 1955, the journal 
has aroused a great deal of 
interest throughout the trade. In 
the past year it has almost 
doubled in size and the number 
of advertisements in each issue 
has increased almost threefold. 

Advertisements and editorials 
have attracted large numbers of 
inquiries but the publishers have 
pointed out that it would be mis- 
leading to quote specific instances 
of results without the reader 
being fully aware of the type of 
product and its market. For 
instance, 378 inquiries were 
received for a new polythene 
piping joint and 527 for a new 
roofing material. 

The controlled circulation of 
32,300 includes 21,500 builders, 
civil engineers and contractors, 
4,900 architects, 2,850 surveyors 
and local government officials and 


2,850 electrical contractors. 
There is a limited sale to readers 
who do not qualify under the 
controlled circulation policy. 


Electronics to pencils 


The first British controlled cir- 
culation journal directed exclu- 
sively to the buyers and users of 
office equipment and appliances 
was launched by Business Publi- 
cations Ltd. in March of this 
year. Entitled Office Equipment 
News, its coverage ranges from a 
complicated electronic computing 
system to a_ simple pencil 
sharpener. 


So great has been the progress 
of the office equipment industry 
since the war—it now has a turn- 
over of £50 million a year—that 
a journal devoted entirely to the 
vast range of products of the in- 
dustry seemed a “must,” and the 
response to the first four issues 
has clearly justified the pub- 
lishers’ decision. The products 
of the industry are many and 
varied and with the increasing 
shortage and cost of clerical 
labour, more and more firms are 
avid for news of equipment to 
increase efficiency and cut costs 
in the o 


The controlled circulation 
method was adopted in order to 
ensure full, consistent coverage 
of the purchasing field. Of the 
first issue 33,576 copies were sent 
out, of which 5,000 went over- 
seas. Since then the number has 
varied very little, the figures for 
the latest issue being: United 
Kingdom, 28,280; overseas, 
5,000. Up to 30 per cent of list 
names have been rotated. 

Each editorial item and adver- 
tisement is keyed and inquiries 
can be sent either to the pub- 
lishers or direct to the manufac- 
turers. More than 1,000 inquiries 
were received by the publishers 
for items mentioned in the first 
issue and each month since then 
has seen an increase in the num- 
ber—the figure now running at 
more than 1,500. Information 
from manufacturers also shows 
that they are getting a very satis- 
factory number of inguiries sent 
to them direct. 


Easy to reply 


An unstamped reader service 
card is bound in the centre of 
every issue for use by readers 
who wish to apply to the pub- 
lishers for further information 
about items described. Readers 
are also asked to state the ap- 
proximate number of employees 
in their firm—whether less than 
100, 100 to 500, or more than 
500—and the number of office 
staff. Valuable information is 
being obtained in this way. 

It has been found that 
readers are also interested in 


ADVERTISER’S WEEKLY 


and appliances for office use. 

The coverage of the journal 

has, therefore, been expanded 

to include such items. 

Analysis of the inquiries to the 
advertisements themselves shows 
clearly that the best “pullers” are 
those advertisements which are 
specific and informative in their 
copy. The purely “prestige” t 
of advertisement pulls a 
Several advertisements, as well 
as editorial items, have brought 
more than 100 inquiries each. 

Aimed at directors 

First published in the spring of 
last year, Organisation and 
Methods was a quarterly class 
magazine, dealing with all aspects 
of efficient and economical opera- 
tion in industry, commerce and 
the public services: it is published 


_ for directors and top executives 


and became a monthly in January 
this year. 

Free circulation is strictly con- 
trolled to ensure no wastage. In 
addition, there is a paid, —— 
trolled circulation. Some 17 per 
cent of the copies circulate in 
heavy industry, 36 per cent in 
light industry, 36 per cent in com- 
merce, and 11 per cent in the 
public services. The best indica- 
tion of the response to advertise- 
ments, say the publishers, is the 
healthy upward trend in forward 
bookings and series bookings. 

Conviction that the field was 

= Continued on page 30 


* The best medium for 
33,000 TOP EXECUTIVES 


* Published exclusively for 
Directorate & Management of British 
Industry and Commerce 


Basic page rate 


£5 


ORGANISATION & METHODS « 3 CLEMENT'S INN * LONDON W.C.2 + HOLBORN 
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Advertisers can see their sales messages really work in 
“Garage and Transport Equipment.” It is read and used 
for Purchasing by over 16,503* known Specifiers and 
Buyers from a market worth £800,000,000 every month. 


They read wt because they need i 


Full details from C. R. E. Bowes, Advertisement Manager, 
Garage & Transport Equipment, Hulton Press Ltd., 43-44 
Shoe Lane, London, E.C.4._ Telephone: Chancery 9586 


* Figure denotes Avgust issue circulation, proved by printers’ statement 
and post office receipt 
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CONTROLLED CIRCULATION 


Evidence of 


considerable 


advertisement response 


inadequately covered induced the 
publishers of Chemical Processing 


| to begin operations. A monthly 


journal serving managerial execu- 
tives in 35 industry groups in 
which chemical processing opera- 
tions are employed, it is the 
British edition of the highly suc- 
cessful American journal of the 
same name which was started in 
Chicago in 1938 

Circulation is proved every 
month by the printer’s sworn 
statement and by a Post Office 
receipt of mailing. The figure 
for July was 9,087, in which was 
included 1,683 copies overseas: 
Germany, France, Italy, Sweden, 
Norway, Denmark, Finland, Hol- 
land Switzerland, Belgium, Aus- 
tralia, New Zealand and South 
Africa. 

Substantially, distribution is to 
qualified readers, and they receive 
the journal without cost. Where 
a request is made by a firm or 
individual who does not qualify 
under the terms of control, the 
journal may be had on a paid 
subscription basis. The pub- 
lishers, however, discourage such 
subscriptions, endeavouring to 
satisfy the requirements of the 
applicant by suggesting that he 
arrange to see a copy sent to 
another person in the organisa- 
tion who does qualify and who 
receives the journal free of 
charge. There are under 10 paid 
subscriptions. 


Growth from features 


In the case of Factory and 
Office Service the journal grew 
organically from successful 
features originally published in 
Scope. It was evident to the pub- 
lishers that executives wanted 
know-how information in precise, 
easy-to-read form, rather than a 
flood of detailed technical report- 
ing. The paper, first published in 
September, 1954, has two func- 
tions: 

@ Bound in with Scope, its 
reports on industrial and office 
equipment provide technical 
information to Scope sub- 
scribers in top managemént. 

@ Issued separately as a 
controlled circulation publica- 
tion, the paper brings selective 
and informed reports to a care- 
fully selected circle of readers. 
The total circulation of Fac- 

tory and Offwe Service is 18,000 
—due to rise to 20,000 by Sep- 
tember. Quality and quantity of 
response are very high; more 
than one-third of all editorial 
and advertising inquiries come 
from board level. A total of 570 
advertisements attracted 4,189 
inquiries from potential cus- 
tomers, and 1,020 keyed editorial 
items brought 8,649 inquiries 
during the first 16 months of 


publication. The current rate 
of inquiries range between 1,200 
and 1,500 per month. 

The publishers of Fish Selling, 
Arthur J. Heighway Publications 
Ltd., can probably claim to be 
among the pioneers of controlled 
circulation publications because 
as long ago as 1925 their man- 
aging director, Arthur J. Heigh- 
way, undertook, in conjunction 
with the New Zealand Dairy 
Board, to establish a monthly 
paper to circulate to 60,000 dairy 
farmers in that country. That 
preliminary experience of using 
sound journalistic methods to 
attract and maintain § reader 
interest was invaluable when 
Fish Selling was launched in May 
of 1954. 


Restyle operation 


The journal is published by the 
proprietors of the old-established 
weekly newspaper, Fishing News, 
which has a paid ABC circulation 
covering the catching side of the 
industry. When this paper was 
restyled in 1953, conversations 
with important executives on the 
catching side of the industry 
made it clear that the retailers 
of fish needed some stimulus for 
them to sell the increasing ton- 
nage of fish being landed—and 
Fish Selling was launched to give 
the fishmonger practical articles 
to help increase his turnover. 
No “trade gossip” or “personal 
pars” are ever carried. 

All retail fishmongers are re- 
quired by law to register with 
the White Fish Authority, and 
the names of these retailers 
are made available to the 
publishers and are regularly 
kept up-to-date. This ensures 
that every registered fishmonger 
in the United Kingdom receives 
a copy. In addition to this 
readership there is a distribu- 
tion of some 500 copies a 
month to the most important 
inland fish merchants. 

In addition to the free 
“blanket” distribution of  re- 
tailers, a certain number of 
copies are sold at lls. per annum 
to other branches of the trade, 
and this has resulted in a 
circulation among port whole- 
salers who wish to keep in touch 
with affairs in the retail trade. 
In accordance with “house” 
policy, Fish Selling is a member 
of the ABC and the latest circu- 
lation figure is certified as 15,403. 

Despite the fact that there is 
still some scepticism among some 
agency space buyers, the future 
of the controlled circulation 
principle seems to be assured, in 
the opinion of Arthur J. Heigh- 
way Publications Ltd. In support 
of that view they have drawn 
attention to the fact that, as their 


@ Continued on page 31 
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CONTROLLED CIRCULATION 


New publication planned 
for grocery stores 


name implies, their circulation 
can be manipulated to suit the 
immediate needs of the industry. 
And in their own case they are 
bringing out a new publication in 
January entitled Packaged Food 
Selling which will have a 
“blanket” coverage of all known 
retailers (except fishmongers) who 
are potential outlets for pack- 
aged and quick-frozen foods 
(e.g., grocers, greengrocers, 
butchers and self-service stores). 


Circulation of this new journal 
will be on a controlled regional 
basis of approximately 10,000 
copies per month. The publishers 
have a list of 170,000 firms in the 
categories mentioned so that 17 
months’ advertising in this 
journal will reach 170,000 poten- 
tial stockists for the advertiser. 


on May 12, 1955, with, as the | 
publishers put it, “the object of 
assisting those key men in the 


| 
| 


building and allied trades to keep | 


abreast with day-to-day changes 
in materials, methods and tech- 
niques.” A businessman's paper, 


it is, in fact, a digest of informa- | 


tion set out in such a manner that 


it can be quickly noted for im- | 


mediate or future reference. 
Although its prime function is 
to tell the trade about new 
materials, equipment, etc., com- 
ing on to the market, Building 
Plant and Materials does not neg- 
lect those established, but little 
known or publicised, materials, 
which, although not “new” to the 
bulk of its readers, can be “news” 
of importance to many who find 
it almost impossible to keep up 


PRODUCTION 


EQUIPMENT 
DIGEST’ 


BLANKETS ALL INDUSTRY 


ADVERTISER'S WEEKLY 


with changing ideas. This has 
led, in a number of cases, to addi- 
tional business which may not 
have been forthcoming in the 


Plans for tie-ups 


The regional distribution plans 
for the 17 months ahead are ordinary course of events. 
available to advertisers and these Since its first issue the journal 
are already creating considerable has received direct a total of 
interest because they allow plans 62,444 inquiries from readers for 
to be, made for tie-ups with more information regarding items 


wholesalers and for special published in its columns, and | 
drives by representatives. They even allowing for seasonal fluctu- 
are of particular interest to ations this is an extremely high | 


smaller manufacturers with only 
a limited sales force who can 
make plans to concentrate their 
representatives in the areas 
specified knowing that every 
known retail outlet in that area January 19, 3,056. 

will have seen their advertise- February 2, 4,054. 

ment. February 16, 4,183. 

In quite another field, Building These inquiries have come 
Plant and Materials, a National from carefully selected groups of 
Trade Press publication, covers the trade made up as follows: 
the architectural profession and architects, building and public 
specified groups of the building works and civil engineering con- 
and allied trades within a care- tractors ; heating, ventilating and 
fully controlled circulation of electricai contractors ; builders’ 
20,000 copies a fortnight. merchants and _ ironmongers ; 


The first number was published @ Continued on page 32 


average. The following figures | 
may give some idea of the pull- 
ing power of four successive 
issues : — 

January 5, 3,092. 


KEY STAFF WANTED 


for trade and technical c.c. journals 


Editors Good journalists with broad general knowledge 
of industry—plastics, metallurgy, chemical 
and allied industries. Degree in Chemistry 
useful but experience in industrial writing 
more important. 


Circulation Men or women managers with full know- 
ledge of controlled circulation practice and 
methods. 


Advertising Men between 25 and 45 with first-class 
background of experience in selling space 
in c.c, journals in which editorial and circu- 
lation standards are high. 


Top salaries and prospects, 


Write to PLACEMENT, Box 4207 
Advertiser’s Weekly 180 Fleet St EC4 


BY PRODUCING leads 
for salesman from Production 
Executives who are “ready to 
buy” specific products. 


‘\ ‘BY SECURING broad cover- 
age of all industry . . . fringe as 


well as major markets . . . in one 
low-cost publication. 


BY LOCATING new markets or 
applications for old or new products. 


BY OBTAINING wide distribu- 
tion of advertised products to the 
right men in the right plants. 


\, 


BY GAINING recognition for a 
company at low-cost by keeping their 
product in constant association with other 
significant names in the same field. 


BY PROVING the value of ad- 
vertising through tangible results. 


aden in PRODUCTION EQUIPMENT DIGEST brings 
RESULTS for less than a 4d. a copy per one reader. 


he Lest th the treld 


Full details from C. R. E. BOWLES, Advertisement Manager, 
PRODUCTION EQUIPMENT DIGEST, HULTON PRESS 
LTD., 43 Shoe Lane, London, E.C.4. Telephone: Chancery 9586 


* August issue circulation 18,944 copies, proved by printers’ statement and 
post office receipt 
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government and local government 
officials. 

The circulation is completely 
controlled and free, the reader- 
ship being confined to those with 
the necessary executive qualifica- 
tions. 

It is the intention of the pub- 
lishers to continue the develop- 
ment of Building Plant and 
Materials along the present lines. 

In conjunction with their 
old-established monthly journal 
Mechanical Handling, Associated 
Iliffe Press Ltd. (which also runs 


the very successful biennial 
Mechanical Handling Exhibition) 
is also publishing Materials 


Handling News as a quarterly 
on a controlled circulation basis. 
The object is to put over 
the story of the advantages of 
mechanical handling to “fringe” 
buyers whose continuing interest 
would not be sufficient to make 
them regular readers of a monthly 
journal devoted to the subject. 


Method of circulation 


Each issue comprises 20,000 
copies, of which 50 per cent 
are distributed to a permanent 
“home” list and the remaining 
10,000 copies on a _ rotational 
basis—5,000 within the United 
Kingdom and 5,000 abroad. This 
gives an over-all readership of 
50,000 buyers a year (30,000 UK 
and 20,000 overseas). Every con- 
ceivable type of industry is 
covered, including fields of out- 
door development. 
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Catering journal success 
with new format 


Abroad, the journal reaches 
125 countries, with a readership 
extending from pineapple packers 
in Australia to the Argentine 
State Railways, and from South 
African sugar cane plantations to 
the state coal mines in Greenland. 
In other words, coverage is both 
comprehensive and varied, and 
no important potential user of 
materials handling equipment is 
overlooked. 


Circulation of the basic 20,000 
copies per issue is on a strictly 
controlled basis, but additional 
copies are also printed for supply 
in bulk to firms in the industry 
who buy them for distribution to 
their own prospective customers. 
Payment for single copies is also 
accepted at the rate of 2s. 


The publishers report abundant 
evidence that the journal is valu- 
able to the advertiser and the 
demand for space is well main- 
tained. Concerning the future, 
they consider that the controlled 
circulation journal of this kind 
“has an important future, but that 
it will probably serve the user of 
equipment and the advertiser best 
where it is closely associated with 
an established industrial journal 
with a paid circulation.” 


Started in September last year 
by Spartan Publishing Co. Ltd., 
Catering Equipment Digest was 
acquired by the National Trade 
Press last April, as a healthy child 
capable of considerable develop- 
ment. 

An immediate decision was to 
increase the existing circulation 
of 12,000 copies monthly to 
18,000 and institute an entirely 
new format to give increased edi- 
torial and advertisement space. 
These changes took effect as from 
the June issue and have met with 
favourable comment from_ both 
readers and advertisers. 

The circulation, strictly con- 
trolled and entirely free to busi- 
ness executives, is widely distri- 
buted throughout the whole in- 
dustry. Included are hotels of a 
specified number of bedrooms, 
restaurants, cafes, refreshment 
bars, industrial and works can- 
teens, catering contractors, public 
schools, selected clubs, holiday 
camps, government departments 
and county councils, shipping 
lines, airlines and British rail- 
ways. 

It is published as a service to 
the hotel and catering manager 
and buyer and contains news of 
equipment, materials, fittings, 


furniture, furnishings and food- 
stuffs along with many items 
which the catering establishment 
needs in order to keep in line 
with modern practice and the re- 
quirements of hygiene, comfort 
and good catering. 

The publishers of Machinery 
Lloyd (an export review specially 
devoted to machinery, tools, the 
electrical trade and industry) have 
pointed out that theirs is not a 
typical controlled circulation pub- 
lication for, although not less 
than two-thirds of the circulation 
of both the “European” and 
“Overseas” editions are mailed in 
classified rotation to buyers of 
engineering equipment, it is still 
a technical journal. Plans are 
being made to extend and de- 
velop the free services which 
have always been available to the 
advertisers. 


Introduction provided 


During 1955, the “Business 
Opportunities” section of 
Machinery Lloyd provided 
17,810 introductions between 
buyer and seller as a result of the 
free publication of buying and 
agency requirements, while the 
average monthly requests for 
further information about pro- 
ducts advertised in the journal 
involve over 400 companies. 
These are, of course, additional 
to the response which advertisers 
Teceive direct. 

The journal reserves not less 
than two-thirds of the 12,000 


fortnightly copies of each of its 
@ Continued on page 33 


1,700 enquiries per month 


—is the average rate of receipt by Orrice EQUIPMENT NEWS 
during the first three months of its publication, for equipment 
advertised or mentioned in its editorials 
- world business-bringing enquiries are coming at an increasi 
rate,, providing adequate proof of the pulling power an 


coverage of this new journal. 
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minimum of 


industry 


The only British “c.c.”” journal in the rich 
Office Equipment field 


£50 million-a-year 


circulation of OFFICE EQUIPMENT NEws—a guaranteed 
30,000 monthly—gives manufacturers certain and effec- 
tive coverage of actual large-scale users and buyers of office equipment. 
Each recipient is an employer of not less than 100 staff, most 
employ many more and each is thus an important prospect for increased 
sales in this £50 million a year market. , 
the most direct and forceful advertising medium in this vast field. 


Controlled Circulation 30,000 monthly 


OFFICE EQUIPMENT NEWS is 


To reach a vast market, use— 


Office Equipment News 


Published by: Business Publications Ltd., 
109,119 Waterloo Road, London, S.E.1. 
Tel: WATerloo 3388 (20 lines) 
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two editions for controlled circu- 
lation. The balance of one-third 
is the maximum which is allowed 
for advertisers, subscribers and 
firms or organisations which 
qualify for the receipt of compli- 
mentary copies of every issue. 
Thus, the major part of the circu- 
lation is controlled, and the 
selection of recipients is governed 
by one essential consideration 
—are they likely to buy engineer- 
ing equipment? 

According to their “Report to 
Advertisers,” the total circulation 
of Packaging News is 9,000 with 
a distribution of 7,079 to users 
and buyers of packaging 
materials and equipment in this 
country. 

When the adoption of the 
“Reader Service” method was de- 
cided upon, the publishers had 
some doubt whether British busi- 
ness men would tick coupons and 
had no doubt at all that chairmen 
and managing directors would 
disdain to do so. “Well, we were 
wrong,” they have _ stated 
“British business men, including 
the chief executives of companies 
with famous names, have no ob: 
jection whatever to adopting 
this simple and sensible method 
of following up developments 
that interest them.” 


Use of coupon 


At the same time they do not 
rest the claims for Packaging 
News as an advertising medium 
solely on the response to the 
reader service. Although each 
issue produces a flood of direct 
inquiries to suppliers, 95 per cent 
of the readers of any one issue 
do not use the coupon. The ad- 
vertisers’ message is not wasted: 
“The crop they sow will be har- 
vested on another occasion; the 
reader service coupon simply 
makes the harvest easier to reap.” 

Two controlled circulation 
journals are run by Blandford 
Publications Ltd.: Hotel & Res- 
taurant Management and Cater- 
ing Management, and _ for 
practical purposes they can be 
regarded as one entity covering 
every section of the industry. 
There is a joint rate. Yet they 
appear as two distinct journals 
catering for the commercial and 
welfare sides respectively. Each 
can be booked separately at half 
rate with a consequent saving 
according to the advertiser’s 
objective. Format, type area and 
all mechanical details are uni- 
form. 

Now in its 28th year, Hotel & 
Restaurant Management has 
played a very active part in the 


life and development of the hotel 
and restaurant industry, but in the 
opinion of the publishers the 
circulation was not large enough 
to give complete blanket cover- 
age of the industry. 


In June of 


Top executives do use 
those coupons 


this year, therefore, the paid | 


circulation was added to by 
several thousand copies, making 
11,000 in all. 

The sister journal is Catering 
Management, which, as a monthly 
trade journal (launched eight 
years ago), has a specialised field 
almost to itself. It has a circula- 
tion of 11,000 and is devoted 
wholly to the interests of large- 
scale welfare catering in canteens, 


schools, hospitals, forces and 
institutions. 
When Hotel & Restaurant 


Management was changed to part 
controlled circulation Catering 
Management followed suit with 
similar successful results. 


Postwar revival 


First published in Great 
Britain in 1933, the Dental 
Delineator continued as a 
quarterly until it became a war 
casualty. Publication began again 
in 1950. 


At first distribution to dentists, 


clinics, hospitals and students was 
guaranteed at 20,000 at home and 
overseas, but requests soon 
increased the controlled circula- 
tion to 3000 at which it has 
been maintained, subject to the 


minor fluctuations of a carefully | 


scrutinised list. 

The publishers are always 
ready to provide details of the 
composition of the list, and dis- 
tribution areas and they state that 
“The S. S. White Company uses 
the journal as its main advertis- 
ing medium. This absolutely 
guarantees that other advertisers 
are virtually certain of effective 
distribution. As their contribu- 
tion, per the rates charged, is less 
than half the cost of publication, 
it follows that every copy costs 
the sponsor firm money and every 
copy must, therefore, go to a 
worthwhile prospect.” 

In no other form of journalism, 


they claim, does the interest of | 


the publisher and the advertiser 
so coincide. 


Complete information 


The fullest information about 
who reads the journal, how many 


readers there are and where the | 


distribution is for every issue, 
can be obtained at any time by a 
potential advertiser in either 
Production Equipment Digest or 
Garage Transport Equip- 
ment—the two Hulton controlled 
circulation journals. 

First published in June 1954 
with a circulation of 10,704, Pro- 
duction Equipment Digest is 
aimed at top management, pro- 
duction and design executives in 
manufacturing plants in Great 
Britain. At that time all except 
seven copies were sent to readers 
by name at their company 

@ Continued on page 34 
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Note the date ! — 


JANUARY 


—and the 


publication 


A.B.C. Membership will be applied for 


THE HEIGHWAY 
GROUP OF PUBLICATIONS 


1957] 


This new Heighway trade monthly will be launched 
in January next, with a guaranteed circulation to 
grocers, self-service shops, butchers and greengrocers 
—the principal retail outlets for pre-packed foods. 
PACKAGED FOOD SELLING will promote and 
maintain a lively and informed interest in all matters 
connected with the hygienic distribution of foods 
packed, canned and bottled by modern methods. It 
will provide a valuable advertising medium for pro- 
cessors and wholesale distributors and all manufacturers 
of equipment essential to the efficient handling and 
distribution of this type of commodity. 


Apply to the Advertisement Manager for full details 
of circulation and rates NOW, to be in time for 
your 1957 schedules. 


110 Fleet Street, London, E.C.4 


Telephone : Fleet Street 6961 
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“Quality’s a thing 


of the past, old 
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CONTROLLED CIRCULATION 


Journals with a wealth 


of ad-power proof 


addresses. The circulation in two 
years has increased to 18,823, of 
which only 81 are non-named 
readers. These 81 copies are 
addressed to companies at their 
request for internal circulation. 

The other journal, Garage and 
Transport Equipment, was first 
published in January 1955 with a 
circulation of 15,017.  Circula- 
tion in this case covers all major 
garages and vehicle fleet operators 
in the passenger, goods and indus- 
trial fields. Great stress is laid 
on the importance of a named 
readership. 

Most issues of Production 
Equipment Digest are advertising 
products, processes or services 
ranging from abrasives to indus- 
trial x-rays and typical of the 
many examples of its power as 
an advertising medium is the 
following statement supplied 
voluntarily by a manufacturer 
advertising prefabricated indus- 
trial buildings: 

“Up to date we have received 


This total may well be ex- 
panded considerably when all 
the inquiries have reached 
their final stage and decisions 
have been made. 

“You will appreciate that 
press advertising represents 
only a small percentage of our 
overall selling costs, but it is 
a seed from which all else 
springs. Advertising in Pro- 
duction Equipment Digest 
even after so brief an experi- 
ence might well be said to be 
tested and fertile.” 

Again, a manufacturer of ex- 
truded fibres, advertising his 
service to industry, has written 
that in comparison with a con- 
temporary publication the ratio 
of inquiries received as a result 
of advertising in the journal was 
12 to five. 

Lastly, a manufacturer selling 
a chemical, cyclohexylamine car- 
bonate, revealed with exact 
figures that Production Equip 


ment Digest pulled 50 per cent 
more inquiries than any other 
journal, including a specialised 
national daily newspaper, from a 
total of 19 technical publications 
analysed. 

These three examples are par- 
ticularly interesting since they 
cover the use of the publication 
with a definite product, a service 
to industry and a chemical, the 
latter obviously having a very 
specialised demand in certain 
sections of manufacturing indus- 
try only. 


Range of comments 


Similar comments from adver- 
tisers who have used Garage and 
Transport Equipment for adver- 
tising most things from air 
gauges to wrenches can be found 
in the Hulton files. 

The simple make-up of these 
journals, dividing the pages into 


SERIES 
1/6th units, gives every adver- 


( tiser a next-editorial position, all 


did a print job pages having the same basic 
: LARGEST IN format. For the small adver- 

tiser, with the elimination of 

RURAL ESSEX colour, page advertising and 
special positions, this means there 
is no big spender to dominate the 
page. For the big spender it 

means maximum effectiveness for 
yor 4 minimum-sized low-cost unit 
. 


of space. A one-sixth page in 


either journal will probably do 
Doh int0ep the same job as a full page in 
other single-industry or con- 


In black-and-white or colour | ventional business publications. 
| AUTOTYPE COMPANY LTD. The publishers state that the 
| Brownlow Rd., London, W.13. Ealing 2691 importance of educating adver- 


orders to the value of 
£4,393 3s. which are directly 
traceable to our two insertions 
(1/6th pages at £33 each) in 
Production Equipment Digest. 


ESSEX COUNTY 


STANDARD 


“Thought so myself 


till Day & Wilkins 


; re 
for me 


tisers to break away from the 
conventional approach to adver- 
tising when designing a message 
for use in these two journals 
cannot be over-emphasised. 
“Since our readers are invariably 
busy, down-to-earth production 
executives it is essential that all 
@ Continued on page 35 


DAY & WILKINS LTD., 126/128, NEW KINGS ROAD, LONDON, S.W.6 
TELEPHONE : RENown 2245/8 
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the frills of art for art’s sake be 
ruthlessly cut down to the bare 
sone of ‘hard’ selling.” 

Factual copy (the use of re 
versed blocks is strongly recom- 
mended by C. R. E. Bowles, the 
advertisement manager of both 
journals) showing what the 
product is, what it does, why it is 
better than anybody else’s if 
possible, and where it can be 
got, is the best and only method 
of getting those £s invested in 
advertising space to bring in a 
return of orders. 


What readers want 


The publishers of Modern 
Farm Equipment launched their 
journal in April of last year and 
they believe that, as to presenta- 
tion, the original factual descrip- 


tion without trimmings has 
proved to be what readers 
wanted. Various complimentary 


comments included “Just what is 
needed “Don't make the 
items any longer,” “I find I can 
read this journal and get all the 
facts within two hours.” Manu- 
facturers have also approved the 
style by ordering reprints of 
various items for enclosure with 
correspondence. 

In the matter of distribution, 
the task of covering the agricul- 
tural field, came up against the 
fact that, without difficulty, the 
journal could have achieved a 


circulation of between 250,0Q0 
within the 
three or four months—an 
in any 


and 500,000 copies 
first 


impossible proposition 
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CONTROLLED CIRCULATION 


Journals that aim at a 
pin-pointed readership 


circumstances on a _ controlled spring of two other journals of 
basis. Supplied to farmers, agri; the same name—Modern Medi- 


cultural contractors, agricultural cine, which celebrates 25 years 
machinery dealers and manufac- of publication in the United 
turers in the home market, to- States this year, and Modern 
gether with a range of influential Medicine of Canada, which has 
buyers in 90 overseas territories, now achieved 10 years’ publica- 


the original circulation was 
guaranteed at 15,000. With the 
first issue, however, the figure 
had to be raised to 20,000. 

As a matter of policy, circula- 
tion is to be maintained at that 
level for some time to come, 
using rotation of sections of 
readers who may be described as 
“semi-responsive” if reply per- 
centages are seen to fall. 


tion in Canada. For several years 
the publishers in North America 
and Dr. W. R. Feasby, the 
international co-ordinating editor, 
have been visiting Britain to 
investigate the need for a digest 
of world medicine. After many 
consultations with the medical 
profession they found a definite 
need existing, and Modern Medi- 
cine of Great Britain began pub- 
It has been admitted by the lication as a monthly in January 
publishers that advertising sup- of this year. 
port was hard to get at first: In all ay countries Modern 
“Accurate details of circulation Medicine a digest of the im- 
breakdown and totals were not portant Bad’ developments in 
rewarded by immediate support diagnosis and treatment calcu- 
and the proprietors found that lated to help the doctor in his 
they had picked a field to cover daily practice. The contents are 
which, because it could not be maintained at a very high ethical 


saturated, grew large crops of level—all editorial contents being 
objections like ‘After six months selected and graded under the 
we'll consider it.’ None the less, supervision of an eminent edi- 


the journal survived and at last 
began to break even.” 

The publication Modern Medi 
cine of Great Britain is the off- 


torial board and all advertising 
accepted subject to editorial ap- 
proval. 

In the case of the British edi- 


ADVERTISER'S WEEKLY 


tion, the journal is edited, printed 
and published by a British edi- 
torial board, British printers and 
a British publishing company. 

Because of the necessity of 
gaining experience in Britain in 
the early stages Modern Medicine 
of Great Britain did not begin by 
covering all doctors, but it was 
decided to concentrate first upon 
those doctors who are on the 
National Health list and are 
responsible for ordering 90 per 
cent of the drugs pfescribed in 
the country. Beginning with a 
guarantee of 10,000 the circula 
tion has now gradually been 
moved up to 11,000, much of the 
increase being due to requests 
from doctors not already receiv- 
ing the journal. It can now claim 
to cover half the family doctors 
in the country. 


Service for motorists 

The origin of Accessory and 
Garage Equipment is to be found 
in Good Motoring, which H. I 
Thompson Press Ltd. have pub- 
lished for six years and aimed 
it at the private motorist. 
It now has a_ circulation 
of approximately 29,000 mailed 
direct to retail motor traders 
Additional copies are supplied to 
the 30 branch managers and 300 
representatives of Brown Brothers 
Ltd. and to other individuals of 
special importance. The total 
average net circulation for the 
first six months of publication, 
excluding vouchers and promo- 
tion copies, etc., has been certi 
fied as 30,031. 


Commissioned by Odhams Press for John Bull ‘National Trust’ Series 


INTERNATIONAL ARTISTS PRESENTS ROWLAND HILDER, R.I. 
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SCRUTINEER, in his monthly survey reports, 


the advice given by an ad man 


to a gathering of furriers 


Fur trade to consider big 


promotion campaign 


AE young women, gener- 
ally, buying fewer furs in 
relation to their income than 
their elders did when they were 
in their ‘teens or 20's? 

If they are, what is the 
reason? 

The questions have been asked 
by Fur Record, commenting on 
a recent meeting of the Fur 
Guild, at which it was suggested 
that the trade should finance an 
investigation to discover why furs 
were selling less briskly than 
other articles classed as luxury 
or semi-luxury goods. 

As an answer to those 
furriers who contend that such 
a survey could reveal nothing 
that the trade does not already 
know, it was explained at the 
meeting that recent research in 
France had revealed that a 
very big majority of French 
women of 15 years of age and 
over would like a fur coat if 
they could afford one—which 
at least establishes the fact that 
the desire was still there. 

A director of Foote, Cone and 
Belding, W. Cooper, told the 
gathering that to undertake a 
survey merely to gather interest- 
ing information about which they 
either intended to do nothing or, 
because of conditions beyond 
their control, they could do 
nothing, was not to be recom- 
mended. He went on: 

“The fur trade, in the widest 
sense, is not doing the business 
which you all feel that it could 
do in all its branches. You are 
asking yourselves—is this due 
to some or all of the following 
causes or still others: (a) The 
climate which does not enforce 
the wearing of a fur coat; (b) 
The attitude of the average 
woman who may not feel, apart 
from climate, that she needs a 
fur coat for glamour or snob 
appeal reasons; (c) The high 
rate of Purchase Tax; (d) The 
basic cost of fur garments ; (e) 
The restrictions on hire pur 
chase; (f) The ‘Credit Squeeze’; 

(g) The attitude of the large 


stores and small stores in stock- 
ing and promoting furs; (h) 
The general attitude of your 
whole trade to fur promotions. 


trade-wide effort to develop the 

trade.” 

The outcome of the meeting 
was a decision that the idea of a 
survey and a possible big promo- 

ogee tion should be put to the various 
be able to stop the ‘Credit organisations ia the fur trade. 
Squeeze, although we hope * * * 
that the need for it and its THE REVERBERATIONS of the 
attendant Purchase Tax and - 6 4 . 
hire purchase restrictions will quick-frozen food _ revolution 
disappear in the next few ‘Continue to sound through the 
years; you cannot change the corridors of the nation’s retail 
climate. But you might, with ‘ades . - and they will so sound 
a strong concerted and long- for quite a while to come. The 
term promotional campaign, editor of Quick Freezing, im the 
increase women's interest in CUtTent issue, had a pleasant time 
furs, particularly if you can with the harsh remarks of a 
make it a ‘fashion must’ for a "ember who attended the annual 
woman of whatever age to ™ecting of the Nottinghamshire 
have a fur coat. This will cose council of the National Federa- 
a lot of money over the years. ‘00 of Meat Trades 
You may be able, or you may “Dealing in this column a few 
not, to reduce the basic cost of | months ago with the recent intro- 
fur garments; this again can duction of quick-frozen meat 
cost money. You may by a_ cuts,” wrote the editor, “we sug- 
concerted effort get the depart- gested in passing that initially the 
ment stores to show more independent retail butcher could 
interest in furs. You may be be expected to regard this inva- 
able to organise a concerted sion of his cherished preserves 


“You will not immediately 


Design in cotton exhibition 


View of the “Design in Cotton” exhibition held recently at the Design 
Centre, London. The aim of the show was to present a selection of 
the best available in dress cotton and furnishing fabrics. 
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with a somewhat jaundiced eye. 
This has proved in the event to 


be a sound prediction . . . (at the 
meeting someone) had some 
harsh words to say on the sub- 
ject. 

“*Nearly every multiple 
grocery firm and large store,’ 
said the speaker, ‘were on the 
threshold of installing quick- 
freeze counters whereby they 
will be able to retail meat in a 
prepared condition. The days 
when Mrs. Brown went to the 
family butcher are getting 
fewer. She is now going to the 
multiple stores where she can 
get a couple of chops in trans- 
parent film paper, and if she 
gets satisfaction she will go 
there again. This matter of 
other than butchery firms re- 
tailing meat is becoming a very 
serious problem, for the meat 
trade is slowly being taken out 
of our hands.’ It was impera- 
tive, he said, that the whole 
trade realised what was hap- 
pening before it was too late 
“Now, although this speaker's 

forecast of future trends is likely 
to prove substantially accurate, 
his argument against them seems 
to us to be based upon a false 
premise,” the editor of Quick 
Freezing has commented. 

“To suggest, as (the speaker 
did) elsewhere in his address, that 
developments of this kind are a 
menace, and that collective action 
should be taken, is to us a denial! 
of progress and a refusal to come 
to terms with postwar needs. He 
would be well advised to turn 
from his own affairs for a 
moment and consider the parallel 
case of his fellow retailer, the 
fishmonger. 

“Here, too, there was opposi- 
tion to begin with—supported 
in the early stages by public 
prejudice—but now  quick- 
frozen fish is one of the most 
popular lines in the industry 
and the fishmonger has simply 
had to stock it.” 

* * * 

COMMENTING THAT readers 
“have assailed us” about the late 
delivery of the June issue, 
Modern Caravan added : 
“Rightly so, for a periodical has 
a responsibility to be out on time. 
We offer no excuses. We believe, 
however, that readers should 
know something of the general 
background to publishing.” 

The statement, in the July 
issue, went on: “First, it is neces- 
sary to grasp that printing a 
periodical at all is something of 
a minor miracle, involving large 
numbers of people with a wide 
range of skills. For instance, to 
print this page involved 
assembling more than 3,000 
separate pieces of metal, any one 
or any 101 of which could have 
fallen over, jumped out or turned 
@ Continued on page 38 
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Reproduced from Advertiser's Weekly, July 27, 1956 


COmMmeNy 


EDUCATE THE 
RETAILER 


Relations between big national 
advertisers and retailers are not 
as good as they should be. 

ere 


The initiative must be taken by 


the advertiser to repair the 
breach growing between him 
and the retailer. 

There are three media which can 


You will recognise these be used to tell the retailer how 
extracts from the leading the various aspects ofa compre- 
article in Advertiser's Weekly hensive | adv 

- ‘ ib help him: e trade press 
July 27. We congratulate the direct mail © . 
Editor on his clear understanding tions. 


The goodwill of the retailer is 
: ‘ essential to successful selling. 
basic facts of marketing He is entitled to a full explana- 
through the retailer. tion of the purpose of a market- 
ing scheme. 
And the best service can 
ained fro 
GET THE BACKING OF THE RETAILER 
THROUGH THE TRADE PAPERS HE TRUSTS 


THE DRAPERS’ RECORD MEN'S WEAR 


THE LEADING TRADE JOURNALS 


and presentation of these 
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COPY DATE 


for 
OCTOBER ISSUE 
of 
HARPER’S 


EXPORT WINE & SPIRIT 
GAZETTE 


24th AUGUST 1956 


HARPER & CO. 8 LLOYDS AVENUE, 
LONDON, E.C.3 ROYAL 3838/9 


THE MERCHANT SHIPPER 
The Journal for Export Management 


The monthly journal which keeps the Export Manager up to 
date with all the latest changes in Export Procedure. 


Regular monthly articles on Export, Finance, Law, Insurance, 
Export Packing, Sea and Air Transport. 


If your product or service is of use to the Export Manager 
then use the advertising columns of The Merchant Shipper. 


Send for a specimen copy and rate card to 


The Merchant Shipper, 26/28 Billiter St., London, E.C.2 
Telephone No. Royal 5322 


A reliable medium for HOME and EXPORT 
advertising, reaching the firms that matter, 


Advt. and read by executives in all branches of the 
Manager: Metal and its allied Industries. 

William C. 

Adderley. TWICE WEEKLY TUESDAYS AND FRIDAYS 

Tel.: Published by METAL INFORMATION BUREAU LTD 
HYDE “PARK Birkett House, 27 Albemarle Street, London, W.! 

5805 


WRITE FOR SPECIMEN COPY & RATES ) 
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parts in three different 
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Trade journal explains 
delay in publication 


round at a dozen critical periods. 
All this we take for granted—as 
we do London’s Underground 
system, television and massed 
produced motor-cars. 

“Years ago, the men who do 
this tricky work provided 
against the fear of possible 
stump by limiting the. influx of 
apprentices. Today there are 
not nearly enough skilled men 
to handle the flood of printing 
work. We are not concerned 
here with ethics, but with facts. 
That one fact—the shortage of 
men—torpedoed our June 
issue. Our printers suddenly 
lost most of their key staff to 
a hard-pressed printer in a 
nearby town, who offered 
them inducements they could 
not ignore. The men could not 
be replaced quickly. 

“So the issue was printed in 
laces— 
all those pieces of metal moved 
dozens of miles by road; all kinds 
of people, unfamiliar with the 
magazine, taking a hand in its 
production. It came out, but late. 
The two previous issues had also 
been torpedoed—by a _ general 
printers’ go-slow. This certainly 
was not our year. 

“Why do we tell you all this? 
So that you may understand, al- 
though we do not ask you to 
condone. You can be assured 
that we will continue to spare 
no energy, time and money to 
avoid a recurrence, But not all 
the strings are in our fingers; 
publishing is a co-operative 
enterprise—and how!” 


Call for size 
research 


A CALL to the garment trades to 
clear up the chaos which exists in 
the matter of sizing has been 
made by the Drapers’ Record. 
which has suggested that funds to 
carry out essential research into 
the problem should be applied 
for from the £37,000 “kitty” of 
the now defunct Clothing Indus- 
try Development Council. 

_ A recent leading article in the 
journal pointed out that for many 
vears the retail trade and the 
public have had to tolerate con- 
siderable inconvenience because 
of the inadequacy of the sizing 


| systems employed by manufac- 


turers. The age-old descriptions : 
SW, W, OS and XOS and other 
hieroglyphics continue to be 
used. “If they had a common 
interpretation they would serve at 
least some purpose. But the 
measurements they indicate vary 
according to interpretation placed 
upon them by different manufac- 
turers, It is not uncommon for 
garments similarly marked but 
produced in different factories to 
vary by as much as two inches 
“The reason for lack of uni- 
formity is that manufacturers 


continue to produce garments to 


sizing systems established to meet 
their own particular needs, and 
apparently no thought has been 
given to the inconvenience caused 
to the public and the retailer. 

“When a team of retailers 
returned from the United States 
four years ago, its report urged 
most strongly that an adequate 
sizing system which could be 
universally accepted should be 
promoted by manufacturers and 
distributors. Later, the Joint 
Clothing Council (now defunct) 
carried out a sample survey, and 
the Board of Trade is shortly to 
issue a report based on that work. 
To what extent this sample will 
influence future sizing develop- 
ments has yet to be seen, but it 
should provide a basis fof new 
discussions.” 


Traffic campaign 


“IN SOME respects, the gregari- 
ousness of humanity is an en- 
dearing quality. When it leads to 
long queues at bus stations and 
traffic lights it is little better than 
stupidity.” 

That caustic comment summed- 
up a recent leader on staggering 
of working hours, in Awuéocar, 
following the publication of the 
1951 Census on Greater London 
and five other conurbations. 
“This has led,” said the journal, 
“to the usual gloomy speculation 
as to the future of traffic in the 
big cities, and to an ill-concealed 
throwing-up of hands over what 
is to be done about it.” 


The leader went on: “As we 
have many times said before, not 
nearly enough thought is given 
to staggering of hours. A certain 
amount of staggering was under- 
taken during the war, and a little 
of that has lingered on since; its 
results were quite surprisingly 
successful. Yet whenever the sub- 
ject crops up in debate, either 
officially in the House or unoffici- 
ally elsewhere, the advocates of 
laisser-faire will cite the difficul- 
ties and the necessity for co- 
ordination between industries. 
Certainly these exist, but they 
existed during the war, and were 
got over with considerable effi- 
ciency and the greatest cheerful- 
ness. Far too much is made of 
the necessity for common start- 
ing and finishing hours, for in- 
stance; not all that much coinci- 
dence exists at present, and the 
less vocal but more sensible 
minority of workers would be 
glad if their hours were staggered 
out of the congestion period. 

“As far as Londen is con- 
cerned, the period is very little 
more than an hour morning and 
night. If an hour's staggering 
each way could be achieved the 
congestion would be reduced to 
one-third, but even a five-minute 
stagger helps; in fact, this is a 
policy that pays dividends from 
the word go.” 
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TECHNICAL PRINT REVIEW 


ADVERTISER’S WEEKLY 
| TRADE JOURNAL QUIZ—3 


A dual-purpose publication 


Is it a weekly? 
that brilliantly succeeds 


T is perhaps characteristic of 
the industrial trends of our 
time that an increasing propor- 
tion of technical publicity 
literature needs to appeal 
simultaneously to two distinct 
levels of readership: to the 
specialist who is already 
familiar with it subject matter, 


and to the top-level adminis- . 


trator who is concerned 
primarily with its policy 
implications. 

To the advertising man who 
has grasped the opportunities and 
pitfalls of this dual function it 
offers the stimulating challenge of 
how to satisfy the boffin’s appetite 
for detail without confusing the 
issue for the company chairman, 
and of how to provide adequate 
elementary explanations without 
seeming to condescend to the 


Delittle, Fenwick & Co., Ltd. 
Titled Punched Tape—Raw 
Material of Automation, it 
presents some fascinatingly 
interesting details of Creed equip- 
ment used in remote and local 
control mechanisms and for stor- 
ing, recording and interpreting 
information of all kinds. 
Code-punched paper tape has 
heen widely used in telegraphy 
and in keyboard - controlled 
machinery—the Monotype com- 
sing machine, for example— 
or over 50 years, but the tech- 


By SAGITTARIUS 


nique is now extending rapidly 
into the pioneering fields of elec- 
tronics and automation. 

Creed’s introduction to their 
punched-tape equipment is a 
plastic-bound demy quarto 
booklet of 18 pages and cover, 
printed throughout in black, red, 
blue and yellow. It explains the 
basic principles of ftive-channel 
coding in simple language and 
describes the wide range of Creed 
tape editing, input and output 
apparatus, with examples of 
typical keyboard: layouts and 
code 


. 


allocations. 


Visual interest maintained 


The photography is essentially 
straightforward, depending for its 
effect on its carefully chosen 
angles, and the layout exploits 
the resulting variety of cut-out 
shapes to maintain visual interest 
in successive openings without 
confusion or untidynéss. The 
supporting artwork, including tint 
backgrounds and bled-off air- 
brushed grounds to the section 
headings, makes excellent use of 
three colours and black without 
undue departure from the techni- 
cal mood of the copy. 

The typographical aspects of 
this booklet are functionally 
adequate but might benefit 
from closer attention to detail. 
Times Roman is not an ideal 

text face for litho reproduction 
in conjunction with halftone 
illustrations; and Rockwell, in 
various weights, really demands 
discreet letterspacing in cap lines 
in order to avoid the objection- 
able running together of adjacent 
serifs. 

But these are very minor defi- 

@ Continued on page 40 
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In the opinion of Sagittarius this brochure has been well conceived. 
Its message, he thinks, will te confidence in the firm's trading 
. policy 


Tue Parnt, O11. & Corour JouRNAt is a weekly, published 
every Friday. Being a weekly journal it can include 
up-to-date news, news of technical developments, price 
changes, movements of people and firms, in fact everything 
a busy man needs. Little wonder then that many big 
executives have their copy sent home, to read at the 
week-end. 


No managing director wants his staff to catch him out 
in a lack of knowledge of what is going on. That is why 
he reads the P., 0. & C. J. 


PAINT, OIL & COLOUR Journal 


More information and rate card 
from 83-86, Farringdon Street, 
London, E.C.4. phone: City 4788. 


Mechanieal World 


AND ENCINEERINC RECORD 
The perfect medium for a direct message from 
manufacturer to user in the Engineering Industry, 
this’popular technical journal, in its new monthly 
form, finds its way to the desk of the practising 

engineer. 

Send for free specimen copy and rate card 
COMPANY LIMITED 


EMMOTT & 
=| 31 KING STREET WEST, MANCHESTER 3 
LONDON OFFICE: 50 TEMPLE CHAMBERS, TEMPLE AVENUE ,£.C.4 


Ir. 
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punFeRMUNE 43631 Fire Free 
= ter 
ONE BLOCK, ONE ACCOUNT, ONE RATE, ONE ORDER 
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A page from the punched tape 

publication about which Sagit 

tarius has had _ praiseworthy 
things to say. 


ciencies in a_ production that 
deserves close and appreciative 
study of its many merits as an 
outstanding example of a cate- 
gory of publicity printing of 
increasing importance in industry. 

The er am 
agency of A. Black Ltd. was 
responsible ty the production of 


two very interesting catalogues 
distributed at the International 
Machine Tool Exhibition by 


Cincinnati Milling Machines Ltd. 
and Hordern, Mason & Edwards 
Ltd. Their immediate appeal to 
all production men derives from 
their use of limp plastic covers, 
laminated in contrasting colours 
with welded edges and welded 
screen-printed nameplates. 

This form of cover, washable 
and virtually uncreasable, has 
obvious advantages for the pro- 
tection of exhibition literature 
of permanent reference value 
but destined in many cases to 
@ Continued on page 4! 


ARCHITECTURE & BUILDING 


BRITISH HOUSING AND PLANNING 
REVIEW 


Largest circulation among local 
authorities and official bodies 
in 


Bi-monthly 1/6 
42 Devonshire Street, London, W.! 


THE BUILDER 


The most influential 
weekly newspaper for the 
Architect, Contractor and 

Quantity Surveyor. 


4 CATHERINE ST., 


LONDON, W.C.2 
TEMPLE BAR 6251/4 


advertising ° 


| 


The 
SOLICITORS JOURNAL 


Reaches an in- 
fluential section 
of professional 
people who sub- 
scribe to the only 
legal weekly 
for practising 


2|.RED LION ST.. WC CHA. 6855 


m BOOT AND SHOE TRADE 


The Shoe and Leather 
Record 


Founded 1886 


The Pioneer and 
Progressive Paper 


* 
GRANVILLE HOUSE 
ARUNDEL ST. LONDON WC2 


Tel. TEM 5524/6 


SPENCER HOUSE, sea PLACE, E.C.2. 
lephone : H 0666 


Pr send ALSHUNUZE} LONDON 


CIVIL ENGINEERING — 


CONTRACTING 


CONTRACTORS’ RECORD 
and 


Municipal Engineering 
(1908) 
Read 


by 
the Contractin 
tina 1 


eae iene | Engineer 
avenfaut the United Kingdom 


LENNOX HOUSE, NORFOLK STREET 
LONDON, W.C.2 
TEMPLE BAR 6591 /2/3 


and 


The Monthly 
Register 
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TRADE AND 


WILK TRADE fF a 


WILK INDUSTRY 


DAIRYING 


PROCESSING, DISTRIBUTION 
AND SALE OF MILK 
AND MILK PRODUCTS 


The Most Influential 
Journal in British Dairying 


The Milk Industry, 
37, Queen's Gate, London, S.W.7 
Western 9816 


MEAT TRADE 


Meat Trades’ Journal 
Weekly net sales exceed 
33,000 


For 66 years the official 
organ of the meat trade 


5 CHARTERHOUSE SQUARE, LONDON, E.C.1 


FOOD MANUFACTURING 


24 YEARS 
OF PUBLICATION 


review, LTO-. 
1. LONDON. W.C-2- 


FOOD TRADE 
7. GARRICK sTAet 


OVER 90% 

OF WHOLESALE 
DISTRIBUTED 
CONFECTIONERY 1S 
HANDLED BY THE 
READERS OF 


Published every month 


Aavertising Contractors 
W.P. GRIFFITH & SONS LTD., 
154 Clerkenwell Rd., E.C.!. 


TERminus 7363 


BAKERS’ 
REVIEW 


The official journal of 

The National Association 

of Master Bakers and 
Confectioners 


| BUCKINGHAM PALACE 
GARDENS, LONDON, 
Tel.: SLOane 034! S.W.1 


PACKAGING 


CANNING AND PACKING 


Specialist monthly magazine for 
food manufacturers, canners and 
users of containers and other 
packaging materials. 
CANNING PUBLICATIONS 
14-15 COLEMAN ST., LONDON, E.C.2 
Tel.: MONarch 1995 


ENGLISH ILLUSTRATED 


international 


English 
monthly linking foreign oples 
with everyday life in English- 


speaking countries. 

The key to foreign business through 

world interest in the English language. 

P.O. Box 113, 60 Market Street, 
Watford, Herts. 


_ PAINT AND PRINTING 


JOURNAL OF THE OIL 
& COLOUR CHEMISTS’ 
ASSOCIATION 


Monthly publication with 

world wide coverage, having 

a leading position in technical 
literature. 


Memorial Hall, F. 


TIMBER TRADE 


WOODWORKING 
INDUSTRY 


The technical journal of 
the timber-using trades 
MERCURY HOUSE 


wen ee Rd., London S.E.!., 
Tel. WATerioo 3388 
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HEALTH, HYGIENE AND 


SANITATION 


THE 
MEDICAL OFFICER 


Since 1908 the only professional weekly 
for doctors in the 
PUBLIC HEALTH, SCHOOL 
HEALTH AND ALLIED SERVICES 
72/78 FLEET ST., LONDON, E.C.4. 
FLEET STREET 5574/5 


MUNICIPAL 
ENGINEERING 


founded 1874 


The specialist weekly journal 
reaching all members of the 
Institute of works and High- 
ways Superintendents. 


4 Clements Inn, W.C.2. 
HOLborn 5502. 


The 


MUNICIPAL 
JOURNAL 


founded 1893 
The only weekly technical 


journal read in every local 
government department. 


3 Clements Inn, W.C.2 
HOLborn 2827 


THE ROYAL SOCIETY 
OF HEALTH JOURNAL 


CIRCULATION 13,424 
(Period Jan.-June 1956) 
IN MUNICIPAL AND 
ALLIED HEALTH FIELDS 
90 Buckingham Palace Road, S.W.! 
SLOANE 5134 


PROPERTY 


ESTATES GAZETTE 


Now in the 99th year of publication 
The most influential Journal 
connected with property, 
land, and allied interests 


NATIONAL COVERAGE 


amongst 
Architects and Surveyors, Estate 
Agents, Property Companies and 
Owners, Builders, Municipal Autho- 
Building Societies, Land 
Agents, etc 


Published Weekly 
THE ESTATES GAZETTE, LTD., 
47. Museum Street, 
ondon, W.C.1 


rities, 


u ’ .1, 
HOLborn 4551/2 and 9768. 


Publications 


PAPER TRADE 


The leading 
monthly technical 
journal for the 
Paper-making 

industry. 


PROCESS SUPPLIERS 


GAS JOURNAL 
FOUNDED 1849 
The leading weekly news r 
for the Gas ha 
11 BOLT COURT, FLEET STREET, E.¢.4 
FLEET ST. 2236-7 


FURNISHING TRADE 


The 
Furnishing 
World 


For complete coverage 
of THE RETAIL and 
MANUFACTURING 
SIDES of the Furniture, 
Upholstery, Bedding and 
Furnishing Trades. 

MERCURY HOUSE 


109/119 Waterloo Rd., London, S.E.1. 
Tel. WATerioo 3388 


THE PROCESS JOURNAL 


HIGHLY VALUED for its 
TECHNICAL ARTICLES 
. 

Ever-widening circulation among 
artists and craftsmen in all 
graphic processes. 

. 


SOCIETY of LITHOGRAPHIC ARTISTS, 
DESIGNERS, ENGRAVERS AND 
PROCESS WORKERS 


54 DOUGHTY ST., LONDON, W.C.! 
Tel:- HOLBORN 0591 


OVERSEAS MEDIA 


NEW SPAPERS 


PERIODICALS 


Pass your Overseas Space Buying 
problems to 
PUBLISHING & DISTRIBUTING 

CO. LTD., International Press 
resentatives. \77 REGENT ST., W.1!. 
Tel.: REG 6534-5, 


(Note new address) 


GAS SERVICE 


AND DOMESTIC COKE 
ms only 
for the "sales and oy ide. at > a4 
Gas Industry. 
11 BOLT COURT, FLEET STREET, E.¢.4 
FLEET ST. 2236-7 


hly desi 


. PAINTING AND 


DECORATING TRADE 


PAINTING & 
DECORATING 


Formerly The journal of Decorative 
Art & British Decorator. Est. /88!. 
The Leading journal for al! associated 
with the Painting and Decorating Trade 


MUNICIPAL WORKS AND 


LOCAL GOVERNMENT 


MUNICIPAL 
ENGINEERING 
founded 1874 


Reaches all members of the 
Institute of Works and High- 
way Superintendents. 


4 Clements Inn, W.C.2. 
HOLborn ¢502. 


The Surveyor 


AND MUNICIPAL AND 
COUNTY ENGINEER 


The influential journal for all 
advertisers who sell to 

Local Authorities 

Public Works Contractors 
The Building Industry 
Architects and Surveyors 


ADVERTISEMENT 
MANAGER, 

42 Russell Square, Wel 
Telephone : Langham 8197 


ADVERTISER'S WEEKLY 


TECHNICAL PRINT 
REVIEW continued 


be stuffed into the recipients’ 

pockets, 

Both catalogues measure 5} by 
seven inches, and the Cincinnati 
example is thumb-indexed into 
sections of contrasting colour 
backgrounds. The coated text 
paper of both was given a grained 
finish after printing—a technique 
that certainly helps to gain co- 
hesion between half-tones and 
typesetting, but at some cost to 
clarity and crispness. In this 
connection Perpetua has too 
much sparkle to lose from any 
added finish to the paper surface ; 
and the display lines, in studio, 
the Amsterdam brush script, lack 
sufficient strength for use to best 
effect in conjunction with grain- 
ing 

The title of a brochure issued 
by the Glasgow printing house of 
McNaughtan & Sinclair Ltd., is 
Print at Your Service, and the 
aim is to bring their specialised 
services to the attention of adver- 
tising men. The laminated cover, 
printed in black, red and yellow, 
makes dramatic use of unprinted 


white to stress its sub-title “five 
pointers to the advertising 
industry” —quality, service, co- 


operation, design, delivery. 

The text pages devote some ex- 
cellent and economically written 
copy to this five-fold theme. illus- 
trated by a combination of de- 
partmental action photographs 
and thumbnail cartoon - style 
sketches. The centre spread pro- 
vides an impressive full colour 
composite of some typical jobs 
printed by the company, and sub- 
sequent pages stress the value of 
their advisory services, with ex- 
amples of some of their display 
types, proof correction symbols, 
and tipped-in specimens 


CLAY PRODUCTS AND BRICK MAKING 


THE BRITISH CLAYWORKER 
Leading world technical Journal for 
Brick, Tile and Sanitary Were 


Grammas Ss eae i gene 
circulation. 


CLAY & BRICK PUBLICATIONS LTD. 
23 Vevtetess Street, London, W.C.2 
TEMpic Be Bar 7664 


LUBRICATION 


Py oe 


Lusaication 


mao ae arm 


Read by Works Engineers, 
Machine Designers, Oil 
Company Executives, etc., 
ALL OVER THE WORLD & 


SCIENTIFIC PUBLICATIONS } 
3 Clifford Street, London, W.! 
Telephone: REGent 7996 
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ADVERTISER'S WEEKLY 


Alterations to the 1956 


‘Advertiser’s Annual’ 


ONTINUING the ADvER- 
TISER’'S WEEKLY regular 
service to subscribers of Adver- 
tiser’'s Annual, the August list of 
amendments and additions to the 
1956 “Blue Book” is given below. 
Section and page numbers are 
given, so that the Annual can be 
kept as up to date as possible. 
Future changes and alterations 
should be sent to the editor, Ad- 
vertiser’s Annual, in writing, at 
the earliest possible moment. 


SECTION 1. List 1 


NORTHAMPTONSHIRE EVENING 
TELEGRAPH, L.Off. 8 Breams Bidgs. 
E.C.4; L.Tel. Chancery 2555; Group 
Advertisement Controller, John a 

p. 61) 


above 

Ip. 86] 
BURY FREE PRESS, as above. [p. 88] 
EAST MIDLAND ALLIED PRESS 
GROUP, 8 Breams Bidgs.. Fetter Lne.. 
E.C.4; Chancery 2555; Group Adver- 
tisement Controller, John Nuttall 
Ip. 95] 
TELE- 


BOSTON GUARDIAN, as 


KETTERING FOOTBALL 
GRAPH, L.Off. 8 Breams Bidgs., E.C.4; 
L.Tel.: Chancery 2555; Group Adver- 
tisement Controller, John Nuttall 

{p. 103] 
KETTERING LEADER & GUAR- 
DIAN, as above. ip. 103] 


Sas FREE PRESS, as 
abo [p. 105) 


LINCOLN, RUTLAND & STAMFORD 
MERCURY SERIES, as above. [p. 105] 
LYNN NEWS & a atat — as 
above. [p. 107] 
MARKET HARBOROUGH ADVER- 
rm & MIDLAND MAIL, as above: 
1.5/-. {p. 108} 
NEWMARKET JOURNAL, as above. 
Ip. 110] 
PETERBOROUGH CITIZEN & AD- 
VERTISER, as above. Ip. 112] 
RUSDEN ECHO & ARGUS, “ it" 
Pp. 
SPALDING GUARDIAN, as ya 
Ip. 11 
SUFFOLK FREE PRESS, as ao, 
p. 122 
THRAPSTON, RAUNDS & OUNDLE 


JOURNAL, as above. {p. 123] 
WELLINGBOROUGH NEWS, as 
above. {p. 125) 
(WISBECH), ISLE OF ELY & 
WISBECH ADVERTISER, as ; aborsi 
p. 12 
WISBECH SATURDAY PICTORIAL, 
as above. {p. 127] 


YORKSHIRE GAZETTE & HERALD, 
15 Coney St., York; 53051; Comb. rate 
with Malton Gazette & Herald, Picker- 
ing Gazette & Herald, and Selby Gazette 


& Herald. Ip. 128] 
SECTION 2. List 2 

NEW COMMONWEALTH, P.£50 

H.£30; Q.£18; E.£10; S.D.7, P.£48/5/- 

13, £45/15/-; 26, £44/10/-; Coy. P.£60 
{p. 208] 

ANGLING ——_, 1. py K. Sutton: 

L.Tel.: Chancery 25 Ip. 248) 


SHIPBUILDING & 
REC 


TROUT & 
Sutton; L.Tel 


SECTION 2. List 3 
ARCHITECTURE & BUILDING, 
P.£38; H.£22/15/-; Q.£13/S/-; $.D.6, 
P.£33; 12, £29/5/+; P.£60. 

[p. 272] 


SALMON, A.Megr., 


K. 
Chancery 2555. [p. 253) 


Coy. 


BUILDING EQUIPMENT 
P.£80; S.D.3, £78; 6, £76; 12, 


INDUSTRIAL EDITOR, 
Thayer St., W.1; Welbeck 3212; A. Me: 
J, W. Hazlewood; P.£15; H.£8. Ip. 283] 


ey op Pert P.£38/5/-: 
H.£ Of -, $.D.6, P.£33; 
12, 9 4 +; Cor. ay £60 Ip. 291] 


roar EQUIPMENT NEWS, 


H.£64 , £60; 12, £56; 18, £53; 24, 
£50 Ip 291) 
neu STRIAL CHEMIST, P.£40; 
H.£24/5/-; Q.£14; $.D.6, P.£36/5/-; 12, 
£32 5 ~; Coy. P.£60 Pp. 289] 
POWER & oa ree KYLIE 
P.£38/5/-; 15/-; Q£ 
S.D.6, P.£33; in £29 5/-; Coy, P60: 
[p. 303) 
TIMES Pw te OF INDUSTRY, 
A.Mer., R. G. D. Riddell; P.£120 & Pr. 
Ip _ 
WATER rown. P.£38/5, 
H.£25/10/-; Q.£17/15/-; $.D6 
P.£34/15/-; 12, £31/ 115) -; Coy. Pte, 
(p. 305] 
FOOD P.£38/5 H.£22/15/-; 
Q.£13/5/-; E.2£3/5/-; SDS, P.£33; 12, 
£29/5/-; Coy. P.£60. {p. 313) 
COKE & = Any 15/-; H.£19. 
Q.£10/15/- . P.£28/10/-; 12, 
£25/10/-; éoy> P 260 Ip. 315] 
HOUSEHOLD E sie NEWS, 
oo & Pr to Q; D.6, a oa 
Pp. 320) 


MINE & ae ass} ft NGINEERING, 


QO .£13/5/-: 
S$.D.6, P.£33; i Coy. P.£60. 
{p. 325] 


tt one GOVERNMENT ee 
c ‘ 


125) $/-; 


SHIPPING 
H.£20/5/-: 


ORD, P.£38/5/- 
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Q.£11/15/-; E.£8; S.D.13, P.£29/5/; x. 
E28; $2, £25/10/-; Coy . P.£60. [p. 345] 
woop, £38/5/-: H.£22/15/-, 
Q.£13 $/-; Eis BR $.D.6, P.£33; 12, 
£29/5/-; Coy. Ip. 353) 
DIESEL sameway TRACTION, 
P.£38/5/-; H.£22/15/-; ris 
S.D.6, P.£33; 12, 409/5i-: P.£60. 
ip. 359] 
RAILWAY GAZETTE £38/5/-; 
H.£20/5/-; Q.£11/15/-; E.£8; = 
P.£29/5/-; 26, £28; 52, £25/10/-; 
P £60. Ip. 


{Viewer display} 


This wire display unit was 
designed and manufactured by 
Victoria Plastics & Designs Ltd., 
for R. F. Hunter Lid. The show 
card has been silk screened in two 
colours and a green ball has been 
fixed to the top of the staff. 


Women in 
Advertising 
Guest Editor 
Margaret Havinden 


Cut out and post today 


Please enter my subscription 


for the next four issues to 


No / now out 


Iris Ashley Advertising and the average woman 
Madeleine Miller 


Mary Gowing 
David Ogilvy : 
The Observer 

Lt.-Col. Alan M. Wilkinson Reflection on the 4 A’s Convention 
Agency Profile 


Ian Harvey 
Rene Elvin 


Advertising Review Quarterly 


at £1 post free. 
(Single copy 5/6) 


Pictorial review of World advertising in “ First Flight ” 


Male and Female 
80°%, of the world’s buying 
a profile 


Notley Advertising Ltd. 


Milner Gray on Package Designing 
Hans Schleger picks classics of the 90s 


Cheque|P.O. enclosed. 


Signature 


International Advertising : Yugoslavia. 


Advertising Review ovartertr 
New Address: 42 Russell Square, London, W.C.1. 


Langham 8197 
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PRINTERS 


/ 


marry print 


Sidac is a transparent cellulose wrapping. 
a clear or tinted, plain or printed, 
pb pes and thicknesses for every purpose, 
eet or reel form or made up into bags. 
For a quarter of a century Sidac has been 
supplied to many various trades and the 
experience and skill of our technical staff 
are at your command. 


BRITISH SIDAC LTD 


ST: — sap Ps en «4 to service 


INDO! 
12 UFTON ROAD, LONDON, N.!. Clisseld 6404 


to produce 


satisfaction. 


This is the companion volume to Harry Hepner’s 
MODERN MARKETING, and it is based on the con- W ° R ° ROYLE & SON LTD 

viction that advertising and selling must be * 
closely integrated. The marketing situation 
of the advertiser and the psychology of the 
consumer both need detailed analysis. Motiva- 
tion research is a necessity, and without it the 


hard work put into oe. = and one of the better printers 


choice of media may all be was 


AS EFFECTIVE ADVERTISING the book has been 
well known through two editions. It has now 
been entirely redesigned and reorganised with 


chisel’ az stadenta will find it stimulating, LUDGATE SQUARE - LONDON - E-€-4 


practical and realistic. 


. Gy McGRAW-HILL City 6480 
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ADVERTISER’S WEEKLY 


Success has attended the efforts 


of the Norwegian government to 
improve the foreign trade situation 


Possible rise 


imports 


HE trade balance of the 

country within focus this 
week continues to show im- 
provement. 


As noted in the last such report 
(ADVERTISER'S WEEKLY, June 8, 
page 30), exports have taken an 
upward trend which is being 
maintained, so that, according to 
Mr. Arne Skaug, the Minister of 
Trade, the government may be 
able to extend its import free lists 
still further this autumn. 

The Norwegian terms of trade 
in May (the latest figure avail- 
able) were more favourable than 
at any time since the-war. The 
price index for imports went 
down from 126 in April to 125 in 
May, while the index for exports 
went up from 137 to 140 (1949= 
100). 

This healthy trend in the field 
of foreign trading has also been 
matched in that of industrial pro 
ductivity. A survey lately pub- 


of Norwegian 


foreseen 


FOGUS Ol 
NORWAY 


lished by the Central Statistical 
Office, Oslo, shows that in the 
first three months this year indus- 
trial production in Norway was 
seven per cent greater than in 
the first quarter of last year. The 
production increase in export in- 
dustries was about 16 per cent. 
In industries producing for the 
home market the increase was 
five to six per cent. 

The average increase in produc- 
tion per work-hour in Norway 


was 11 per cent from 1950 to 
1954. 

Statistics published by the 
Norwegian Employers’ \ Federa- 


tion show that in the first quarter 
this year hourly earnings for men 


in Norway went up by 5.2 per 
cent and for women by 3.8 per 


cent, while the cost of living 
index went up by only 1.2 per 
cent compared with the same 
period last year. Average hourly 
earnings for adult male and 
female workers in the first quar- 
ter this year were five shillings 
and three shillings and threepence 
respectively. 


Spread of self- 
service methods 


SELF-SERVICE RETAILING 
newer development in Norway 
than in the other Scandinavian 
countries and is still by no means 
widespread. Its application is 
almost entirely confined to Oslo 
and Bergen, and even in those 
two cities the number of shops 
operated on the new principle is 
small. 

As in other European countries, 
the co-operatives have been the 
pioneers ; they have a few self- 
service shops in both cities. There 
are very few multiple retailers in 
Norway (none at all in Bergen) 
and those few have done little or 
nothing in the self-service field 
so far. Private traders have, how- 
ever, followed the co-operatives’ 
lead, and several of them have 
had considerable success. 

Typical of the Norwegian inde- 
pendent trader’s approach to self- 
service—and, in some ways, of 


self-service in the country gener- 
ally—is the privately owned store 
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ot Baunen, in Bergen’s Dan- 
marksplass. This is undoubtedly 
the most modern independent 


Store in the city and it shares 
many of the features found in 
most Swedish self-service shops. 
Like those, it has wooden fixtures 
in its central and wall positions ; 
and on the shelves are to be 
found a large number of wire 
holders which give the fittings 
something (but only part) of the 
flexibility which in British—and 
also Danish—stores is achieved 
by the use of adjustable steel or 
steel framed shelving. 

Provisions and _ delicatessen 
items are served at a counter by 
staff, and this is another point 
the store has in common with 
the majority of Scandinavian 
self-service shops. Nevertheless, 
there is nothing primitive or ex- 
perimental about Baunen’s. The 
equipment is good—as it hap- 
pens, some of it is British! —and 
the layout workable. 


Educating the customers 

What is probably lacking 
more than anything is man- 
agerial and staff experience in 
educating 


customers to serve 
themselves—a_ problem always 
much in evidence when self- 


service is new to a region. There 
are plenty of wire baskets, and 
even wheeled trolleys, but they 
are not always used by cus- 
tomers. All goods are price 
marked and the range of goods 
includes grocery provisions, deli- 
catessen, fruit and vegetables, 


@ Continued on page 45 


Advertising representatives: 
JOSHUA B. POWERS LTD., 
14 Cockspur St., London, S.W.}. 


Telephone: WHltehall 3366. 


Tow go far with, 


on} 


consumer goods. 


mo Gum [Bete 


Reaches the masses 
and the “‘heads”’ 


77°, of all landlords and home-owners 
in Oslo read Aftenposten ; 86% of 
Oslo’s car-owners read Aftenposten. 

Of all Aftenposten’s readers 52% live in 
flats with three or more rooms, while 
24° of non-regular readers have 
the same living standards. 


Mere figures would suggest that readers 
of Aftenposten account for 70% of all 
But, as their purchasing 
power is well above the average, the 
demand for quality goods and higher-class 
products is considerably greater. 


AFTENPOSTEN 


Norway's leading advertising medium 
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Norwegians accept the 


self-service store 


cigarettes (these being sold by 
the cashiers who operate the two 


National cash registers at the 
checkouts), and quick-frozen 
foods. 


The frozen foods are dis- 
played in a Hussmann British 
zero-temperature display cabi- 
net. The packs stocked in this 
unit are particularly interesting 
because they include varieties 
never seen in Britain. Among 
the most unusual and also most 
popular—are large, unwrapped 
pieces of frozen reindeer meat, 
selling at the equivalent of 


about 4s. 4d. per Ib.; 
“Heide” brand hvalbiffi—that 
is, whalemeat, in colourful 
cartons. 


Three points of the layout and 
fittings are notable for various 
reasons. The checkouts are up- 
to-date not only in their cash 
registers but in having cut-outs 
of a modern pattern into which 
the customers’ wire baskets are 
dropped for the cashier to unload 
the goods and check them. 


Frozen food market 


The second point is that, in 
keeping with the Scandinavian 
attention to hygiene, a wash 


basin is provided actually in the 
shop—which is perhaps a little 
more than is quite necessary. The 
third point is the ingenuity with 
which a staircase to the basement 
store room has been hidden in 
the centre of the shop, concealed 
in the centre of a square of fit- 
tings formed out of a U-shaped 
gondola or island shelf fixture 
and the frozen-food cabinet. 

The Baunen establishment was 
opened less than 18 months ago. 
At first shoppers did not like the 
new system, because it was 
strange to them. With the pas- 
sage of time, however, many Ber- 
gen inhabitants have grown to 
approve of it highly. Baunen’s 
will deliver goods to customers’ 
homes but will not give credit. 

Indeed, no Norwegian grocers 
give credit—a fact which, it can 
be supposed, will surely facilitate 
the introduction of self-service on 
a larger scale. 

* * od 

THE NUMBER of visitors to Nor- 
way this year is expected to ex- 
ceed a million for the first time. 
Last year, visitors to Norway 
numbered 900,000. Figures for 
this year show a substantial in- 
crease. 

* ” 

IN a bid to obtain more orders, 
25 Norwegian furniture factories 
have combined to open a joint 
sales office in London. Demand 


for contemporary - style Nor- 
wegian furniture is increasing 
abroad. 


* - * 

A PLAN for building a major 
oil refinery in Norway has been 
submitted to the Norwegian gov- 

the Standard Oil 
The refinery wonld 


ernment by 
Company. 


have an output of about two 
million tons a year and would 
employ about 400 workers. It is 
envisaged that some of the oil 
would be exported to Denmark 
and Sweden. If the authorities 
approve the plan, the refinery 
would probably be built at Skje- 
bergkilen on the east side of the 
Oslo Fjord, according to Nor- 
wegian press reports. 


Successful Malaya 


radio-press ads 


CLEVER CO-ORDINATION of radio 
and press is getting outstanding 
results for Milo health drink in | 
Kuala Lumpur. Main emphasis | 
of the joint campaign is the 
weekly quiz show “Millions Buy 
Milo” broadcast from Rediffu- 
sion (Malaya) Ltd. To back this 
up, Nestlé’s are also sponsoring 
an inter-state schoolchildren’s 
art exhibition through half-pages 
in the Malay Mail. The exhibi- 
tion comprises 200 pictures by 
pupils of various schools. 

The hourly quiz is broadcast 
in English and Chinese on alter- 
nate Fridays and reaches capacity 
audiences. Contestants receive 
free tins of Milo. The prize per 
programme is $60 (Malaya). 


NORWAY’'S OLDEST NEWSPAPER 


Mdresieavifen 


Founded 1767 


TRONDHEIM— 


PIVOT OF NORWAY 

Trondheim, the ancient capital of 
Norway, and still the central focal 
point through which almost all North- 
South trade passes, is today a city of 
some 80,000 inhabitants, and centre of 
a prosperous and developing area. 

Adresseavisen covers the whole of this 
region, and its high journalistic reputa- 
tion and consequent intense readership 
give added impact to your advertising. 


Mdresieavifen 


TRONDHEIM 


| One of Norway's most widespread news- 


| 


papers. Audited Circulation | varte: 
- 1956: 55,210 Pn J 
Exclusively represented in U.K. by 
JOSHUA B. POWERS LTD. 
14, COCKSPUR ST., LONDON, S.W.! 
Tel: WHitehall 3366 


For the English - speaking people 
of Cyprus, the Persian Gulf and 
Beirut 


CYPRUS 


MAIL 
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29 Oxford St., W.1! 
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There’s 
No NEED 


for the 
INATIONAL INEWSAGENT 


to change its title after more than 50 years’ of independent 
publishing ! 

CIRCULATION HIGHEST IN FIELDS IT SERVES 

NEWS SERVICE UNRIVALLED 

GREATEST ADVERTISING CONTENT 

MOST POPULAR IN ALL SECTIONS OF THE TRADE 


Make certain you use the NATIONAL NEWSAGENT 


if you are interested in advertizing in the paper which gives the 
greatest value per £ spent, send for details and rate card 


149 FLEET STREET, 


CiTy 2604 (5 lines) 
@ BY FAR THE LARGEST NET SALES IN THE TRADE @ 


Tel 


4B 


Rechal F Kobe 


Published Every Friday : 


THE JEWISH OBSERVER 


Price Sixpence. Editor : Jon Kimche 
Read Every Week by British Jewry 


The ONLY Jewish publication in membership with ABC 
Latest Net Sales Certificate—15,877 weekly 


Used by over seventy national advertisers 
Book space now in the spec 
of The JEWISH OBSERVER, dated Sth September. 
Advertisement Representatives : 


William Samuel & Co. (London) Ltd., 
17 Philpot Lane, E.C.3. Tel.: Mansion House 0428/9 


ial Jewish New Year issue 
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MAILING 


LISTS 


The problems of mailing lists are many and 
complex and thew true nature i best understood 
by men who have spent many years seeking 
practical solution s. On how te obtain maximum 
results, there may be no wmp'e answer, but we 


know honest endeavour based on real knowledge, 


goes a long. long way 


HARPERS PUBLICITY LTD. 
404-5 HIGH STREET, 
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OUR SPECIALITY IS 


SETTING AND PRINTING IN 


FOREIGH LANGUAGES 
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“Atol” Printers Ltd. 
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Tempting. persuasive. powerful. 


TRAVEL IN CANADA BY THE SCENIC DOME ROUTE 


® PRIE STLEYS of Gloucester 
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Canada’s spectacular panorama comes to 
life in these sturdy three-dimensional dis- 
plays by Priestleys. Adventure into new 


display techniques brings daily inspiration. 
Refreshing new ideas, sparkling art-work 
and supreme screen-printing make lasting 


impressions on your public. 


Thirty-six years of experience in visual 


selling, plus every facility for manufacture 


‘ ‘? 
Sino =e 


; and first-class finish is yours when you use 


displays by Priestleys. 


..most of the teasing tasks that make 
life difficult for the harassed Art 
Director ; jobs that must be done at 
once but cannot be rushed; jobs that 
call for a skilled man when only a 
junior is available. Layouts and adap- 
tations, ‘stats’ on demand, accurate 
photocopies, enlargements and reduc- 
tions—the Grant will take care of them 
Gs<s 
..a great deal of your Production 
work, such as preparing negatives for 
plate-making and blockmaking .. . 
This precision-built optical instru- 
ment (camera, enlarger, copier, visual 
aid in one) will, in fact, revolutionize 


You can do with a Grant 


your timetable, enable you to get 
through more work in less time, with 
better results, and to allocate confident- 
ly to assistants duties you now feel 
compelled to perform in person. 

You owe it to yourself, to your 
ambitious staff and to your clients to 
test the astonishing range of this 
versatile machine. Why not ask for a 
demonstration ? GRANT PRODUCTION 
CO. LTD., 4 Rathbone Place, London, 
W.1 (Museum 8717), 47 Cornwall 
Street, Birmingham, 3 (Central 4131) 
and 7 Little Park Street, 
Coventry (Coventry 
64978). 


The NEW dual-purpose Grant showing 


extra lamps in operation 
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THE GRAPHIC ARTS 


—a weekly news survey 


Entries invited for British box 
and carton design contest 


Entry forms are now available 
for the Third British Paper Box 
and Carton Design Contest, 
which is organised by the leading 
professional associations in the 
field. Held to help raise the stan- 
dard of British packaging design 
and to stimulate a wider interest 
in the subject, this year’s contest 
follows along similar lines to the 
last. 

Entries are invited for all 
classes, but these must qualify as 
follows : 

Group R.—For rigid or rigid 
collapsible boxes, delivered flat, 
and cylindrical boxes including 
composite boxes made mainly 
from paper box board. 

Group C.—For cartons. A car- 
ton is intended to cover a pack- 
age which is made from paper 
box board and is delivered by 
the manufacturer to the user in a 
flat collapsed form for erection 
at the packaging point. Counter 
displays and the like are not 
eligible unless they form a con- 
tainer in themselves. 

The above categories are 
further divided into two sections : 
(1) an entry from a production 
run; and (2) an entry depicting 
a new design which can be either 
intended for production or purely 
imaginary in concept. 

The competition is open to 
members of the British Paper 
Box Federation and the British 
Carton Association and their em- 
ployees; and to students whq afe 
engaged in full- or part-time 


New German 
rotary bender 


The German manufacturers, 
Krause, have now added to their 
extensive range of machinery a 
rotary bending machine of special 
interest to box-makers. 

The machine, known as the 
J130R, feeds sheets of board or 
similar material up to a thickness 
of .157 ins. automatically, and 
gives each sheet two bends which 
can be as much as 35 ins. or as 
little as 34 ims. apart. The 
maximum depth of board along 
the direction of the bend is about 
39 ins. 

Adjustable measuring devices 
fitted in front of the feed-pile 
prevent two boards being fed at 
a time. The delivery board is 
mounted on wheels and can be 
easily moved when fully loaded 
to give ready access to the rear 
of the machine. It can also be 
varied in height. 

British agents are Price, Service 
& Co., Ltd., Dover House, 170 
Westminster Bridge Road, 
London, S.E.1. 


study at a recognised art or tech- 
nical school. 

Entries will be accepted be- 
tween October | and October 31, 
and judging will take place on 
November 20 in London. 


Further details and entry 
forms—can be obtained from the 
contest secretary, The British 


Paper Box Federation, 27 Chan- 
cery Lane, London, WC2. 


Fast wrapping 


service 


A London printing firm, W. J. 
Fowler & Son Ltd., is now offer- 
ing a trade service of postal 
wrapping by machine—claimed 
to be the first such service in this 
country. 

Known as the Wrapaquik Ser- 
vice, it offers printers and pub- 
lishers an extremely high rate of 
production—up to 7,000 copies 
per hour ready for the post—at 
charges claimed to be “the 
cheapest available for this opera- 
tion.” 

It is expected that the service 
will be utilised mainly for maga- 
zines and booklets and, in certain 
cases, for direct mail advertising. 


Staff gift to firm 


To mark the centenary of the 
Hamilton Advertiser employees 
resented two handsome gilt- 
nished electric wall clocks to the 
firm at an informal ceremony in 
the works caseroom recently. 
Making the presentation, 1. S. 
Murray, editor, explained that 
one of the clocks was intended 
for the boardroom and the other 
for the managing director's office. 
_ Accepting the gifts, R. P. Pren- 
tice, managing director, expressed 
management's appreciation. 
The success of the Advertiser, he 
said, was undoubtedly due to a 
combination of good management 
and good staff. He did not re- 
gard the presentation in a per. 
sonal way, As a newspaper pro- 
prietor, he considered himself as 
a link in a chain and tried to 
follow the ideals and traditions 
of those who had gone before. 


Printing inks to 
be dearer 


The Society of British 
Printing Ink Manufacturers, 
in a statement issued this week, 
said that recent rises in the 
prices of some raw materials 
make increases in the prices of 


most printing inks “inevit- 
able.” 
The society said that it 


had already accepted sacri- 
fices in attempts to keep prices 
at the lowest possible level. 
But it was not economically 
possible for its members to 
avoid passing on to customers 
part at least of the increased 
raw material costs—which 
have risen by approximately 
ten per cent. 


New printing 
equipment 


Simultaneous lithographic 
printing on both sides of the 
sheet is possible with a new press 
which has been developed in 
America, it is stated in Printing 
Abstracts, published by the Print- 
ing, Packaging and Allied Trades 
Research Association. One side 
is printed by direct litho and the 
other side by offset. 

Other developments in the field 
of printing machinery include a 
new high-speed newspaper rotary 
which incorporates special plate- 
holding devices to prevent bowing 
of the stereos; a single-colour, 
two-rey machine which takes 
sheet sizes from 11 in. by 17 in. 
to 30 in. by 41 in. at speeds from 
2,000 to 4,250 iph; and a stop- 
cylinder machine featuring a new 
type of inking system and a built- 
in washing up device. 

In the field of photo-engraving, 
Printing Abstracts gives informa- 
tion about a strip-coating for pro- 
tecting blocks from both corro- 
sion and mechanical damage ; 
and a fine grain engravers’ zinc 
which can be etched without 
powdering in the standard Dow 
magnesium etching machine. 

General interest items include 
notes on new developments in 
plastic rollers. __ 


Auto-feed duplicator 

A new offset duplicator is being 
marketed by Addressograph- 
Multigraph Ltd. Known as the 
Multilith 55, it features many 
improvements over the earlier 50 
model—the most noteworthy 
point being its automatic paper- 
feeding device. 


International printing fair 


Next year’s world’s fair of printing and allied 
trades—GraAPHic 57—will be held at Lausanne, 
Switzerland, from June 1 to June 16. Lausanne 

‘ and its ultra-modern exhibition grounds are 


57 


linked by direct train to such European capitals 
as London, Paris and Rome, while less than an 
hour separates Lausanne from Geneva airport. 
Most leading advertising agencies and publish- 
ing houses of French-speaking Switzerland are 
located in the area. Official symbol is shown left. 
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®@ Continued from page 7 


‘CHAOS’ IN 
ITALY 


the Italians are a charming and 
gifted people and they can do 
much better. What they need is 
help and an organising genius to 
get the various factors together 
and fashion out some sensible 
agreement. 

“That there is recognition of the 
need for improvement is proved 
by the fact that the School of Ad- 
vertising in Turin, run by Profes- 
sor dal Verme, is a great success. 
Its diplomas are recognised by 
the Government and the Univer- 
sities. 

“It is a paradox that Italy 
which is behind us _ generally 
should so lead us in a vital 
matter like the training of future 
talent. It is in this that most 
Italian advertising men see the 
greatest hope for the future.” 


Display improvement 

In the display field, Mr. Good- 
man thought that the situation 
could be “considerably im- 
proved.” The Italian display 
company which he set up a year 
ago was still, he believed, the 
only specialised agency of its 
kind in the country. 

It had made progress and was 
now working for some of the 
biggest interests in Italy, includ- 
ing “that most Italian of all acti- 
vities,” the vermouth companies. 
But there was a “depressing” lack 
of merchandising knowledge 
which made the job of ex- 
plaining and selling the value of 
display very much an uphill task. 

“It is well-nigh impossible to 
give a coherent picture of adver- 
tising in Italy. On the one hand 
you have some extraordinarily 
able people and on the other 
men who appear to have no 
qualifications whatsoever. The 
large industries do everything 
themselves even to booking 
space, and there are, in fact, only 
seven agencies which come up to 
the British definition of an ad- 
vertising agency. 


CPV doing well 


“Strangely enough, although it 
is a comparative youngster, the 
Italian end of CPV is now one of 
the largest agencies in the 
country and certainly one of the 
most efficient. 

“I cannot help feeling that it 
would be in the interests of 
everybody in Italy, and not least 
the consumer, if both . sides 
would make a supreme endeav- 
our to elevate the business to 
the level at which it is accepted 
in most civilised countries. 

“And in this British advertis- 
ing can and should play a vital 
part. We should offer to help our 
Italian brothers to establish their 
professional status. 

“There will be no money in it 
for anybody. Indeed, there may 
not even be any kudos. But we 


would at least be showing that 
we are sincere in our expressed 


s ’ 


views.” 
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HE SHAVED 


THE old Keystone comedy gag, 
“Gee, that guy’s so tough he shaves 


with a blow-torch” is recalled by 
the behaviour of one George 
Loughlin, a 48-year-old newsagent 
of Porthcawl. 

After temporary suspension from 
his club because members objected 
to his eating the snails he found 
at the bottom of his garden, he pro- 
ceeded to show them how he shaved 
with a lighter without burning his 
skin! 

A few days after his story had 
appeared in the local paper, he 
received a brand new’ Ronson 
shaver, accompanied by a letter 
from Kenyon W. J. Jones, man- 
aging director of Ronson’s and a 
one- -time Welsh rugby international. 
“While I have the greatest admira- 
tion for your Spartan character.” 
wrote Mr. Jones, “I feel that as my 
company is probably the only one 
in the world which makes both 
cigarette lighters and _— electric 
shavers, it might be appropriate to 
remind you of the respective uses 
of each. I shudder to think of 
the consequences of  continping 
your present custom, and am en- 
closing a Ronson shaver which I 
hope you will accept with our 
compliments.” 

He also sent Mr. Loughlin a new 
Ronson Flo-line model “ for light- 
ing your cigarettes, cigars or pipe.” 


BY LIGHTER! 


In his reply, Mr. Loughlin said: 
“We are a family of five and all 
have Ronson lighters.” 


* * * 


ALTHOUGH Dudley Coram has 
been appointed advertisement man- 
ager of Popular Gardening, he 
devotes much of his spare time to a 
very different interest—motor sport. 
He is chairman of the Aston Martin 
Owners Club. 

During the war he served mostly 
at Fighter Command stations, and 
became a Squadron Leader in 1943. 

Dudley is, of course, the brother 
of Robert Coram, otherwise known 

s “Maroc,” the cartoonist. 


The broadcasting 
media planner 


PD URING the recent Worcester 
shire v. Nottinghamshire county 
cricket match at Worcester the BBC 
commentator was David Dickinson, 
who is media planner with Smiths 
Advertising Agency Ltd. 

This assignment, which was for 
two days on the Midland Home 
Service, was a sequel to his broad- 
cast to local hospitals in Sussex 
during last summer. Mr. Dickinson 
is a Cambridge Blue. 


NORTHERN 


DONEGALL STREET 
BELFAST 


INFLUENTIAL 
NEWSPAPER 


Belfast News-Letter 


Established 1737 


More than a newspaper—an institution 


IRELAND’S 


85 FLEET STREET 
LONDON 


| mended in debate.” 


Any old plates? 


AT the suggestion of J, L. Samuel, 
of Stuart Advertising Agency, I am 
glad to pass on an appeal from 
R. Speed, head of the Guildford 
Schoo! of Art's printing depart- 
ment, which trains printing-trade 
apprentices from the whole of Sur- 
rey and beyond. 

With about 200 students, the pro- 
vision of line and half-tone original 
and duplicated printing plates for 
their exercises is something of a 
problem. If any of my readers 
would care to help by providing 
originals, stereos and electros, Mr. 
Speed would guarantee that they 
would be used only for student 
exercises, and he would also arrange 
to collect, so that no post or oud: 
aging would be necessary. 

His address is: Guildford School 
of Art, Stoke Park, Guildford. 
(Guildford 66366 /7.) 


British PRO in USA 


Bor in South Africa and brought 
up in Britain, Alec Robertson is now 
in Atlanta, Georgia, as British PRO 
for the south-eastern United States, 
with the information section of the 
British Consulate. As such he has 
been asked to serve on the news and 
publicity committee of the Atlanta 
Advertising Club. One of his duties 
will be to supply items of British 
advertising 
news, of inter- 
est to Atlanta 
advertising 
men. Indeed, 
it was as a 
result of a talk 
comparing 
British and 
American ad- 
vertising that 
he was invited 
to become a 
member of the 
Club. 

Although 
now in public 
relations, Mr. 
Robertson 
had 13 years 
of experience of advertising in 
Britain, mostly with such agencies 
as John Haddon, T. B. Browne, 
and G. Street, and he tells me that 
he has never lost his enthusiasm for 
advertising. 

His duties now include public 
speaking, organising shows of British 
films, arranging lecture tours for 
British speakers, broadcasting over 
radio and TV, contacting the press, 
universities, and schools, and dis- 
tributing all kinds of British news 
and views over five States in the 
south-east. 

During the war he was an Admiralty 
courier, and after it, a Queen's 
Messenger. 


Alec Robertson 


Tribute to Andy 


A NOTABLE tribute has been 
paid to Andy McLoughlin, the 
Advertising Association’s new in- 
formation officer, by R. A. Clarke. 
chairman of the Middlesex County 
Council's general purposes com- 
mittee. He said: 

“Mr. McLoughlin was our first 
PRO and has been with us for 
eight years. During that time he 
has done such a good job for the 
County Council that now we 
wouldn't be without one. During 
his service with us, he has been 
honoured by being made president 
of the Institute of Public Relations, 
and recently in the House of Com- 
mons, Middlesex County Council's 
public relations work was recom- 
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Pretty 23-year-old Patricia Kelly, 
who was selected by over 3,000 
campers as Miss Astral Bathing 
Beauty of the Week at the Middle- 
ton Tower Holiday Camp, near 
Morecambe, is a regular reader of 


ADVERTISER'S WEEKLY, / am told. 
She is private secretary to the 
managing director of Doig Brothers, 
commercial printers, Newcastle. Pat 
now qualifies to enter the £200 final 
on September 23. 
* * * 


THE dele gation of some 30 
Swedish and nine Norwegian A. 
Press editors, directors, and man- 
agers who discussed exports at their 
conference at Buxton on Tuesday 
and Wednesday came to this coun- 
try with one commodity very much 
in mind—beer! 

On Thursday of last week, they 
ended a day's sight-seeing in London 
with a visit to Whitbread’s Brewery 
in the City. This was followed, at 
their own request, with a dinner at 
the Printer’s Devil in Fetter Lane. 
news of this celebrated pub having 
percolated to Scandinavia 

Since the lifting of the import 
restrictions on beer into Sweden last 
October, Whitbreads have estab- 
lished a substantial market there for 
their Mackeson Stout, thus adding 
another country to the 60 in which 
they already sell their beers. 

The visits to the brewery and the 
public house were arranged by the 
public relations department of The 
J. Walter Thompson Co., agents for 
much of Whitbread’s and all_ of 
Mackeson’s advertising. 

* 7 7 
APROPOS national peculiarities. 
0. M. H. Jackson, a director of 
Graham Lockey & Partners Lid 
told this story at the Scandinavian 
A. Press conference at Buxton on 
.Wednesday : 

A Chinese who was posted to a 
job in New York was met by a 
gang of reporters. “What strikes 
you as the oddest thing about 
Americans?” one of them asked 
him. He thought for a moment 
and then looked gravely at the 
questioner. “I think,” he said, “‘it 
is the peculiar slant of their eyes.” 


CONTACT 
WEEK'S WISECRACK 


~~" 


“I’ve just had Nasser on the 
telephone: he’s offered us 
exclusive poster sites on the 
canal,” 
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PUBLICATIONS IN THE NEWS 


New medical 


c-c magazine 


Antibiotic Medicine and Clinical 
Therapy, a 20,000 a month con- 
trolled circulation magazine for 
physicians, will be published in 
October. Henry Welsh, Felix Marti- 
Ibanez and Albert H. Holland have 
been appointed to the joint editorial 
board. Rates are £60 for a full 
page, £57 per insertion of six, and 
£54 per insertion of twelve. For 
fixed positions an extra 25 per cent 
will be charged. Rate for the two- 
colour back cover is £100. 

* * + 

Two special Fashion numbers are 
being issued by The Queen. On 
Wednesday, August 22, will appear 
the first pictures of the autumn 
collections of the Incorporated 
Society of London Fashion De- 
signers, and the following issue will 
be the International Fashion Num- 
ber, including pictures of clothes 
from London, Paris and Rome. 
The first issue is to be published 
on Wednesday in place of the 
normal Tuesday because this is the 
release date for the photographs of 
these collections. 

* * * 

Starting in September and run- 
ning through the Autumn, the 
Investor’s Chronicle is to hold an 
extensive circulation promotion 
drive. Advertising space is to be 
taken in the trade press and an 
extensive direct mail campaign will 
be launched to potential readers. 
Promotion material includes double 
crown bills and folders. 

* * a 

This week's Everybody’s con- 
tained the first of a new monthly 
series on current affairs by Ran- 
dolph Churchill, which was pub- 
licised by double-crown posters. 


Name change 


From next month Household 
Equipment News will become 
Hardware News. With the change 
of name, the format is to be 
changed to a landscape type with a 
10 in. by 7 in. advertisement space 
and a 34 in. editorial column. 

~ * * 

Wireless World (Associated [Iliffe 
Press) will publish a special Radio 
Show Guide number in September 
It will contain a complete guide to 


all exhibits, and a full list of ex- 
hibitors. 

* . * 
Associated Iliffe Press Ltd.'s 
Flight will publish a Common- 
wealth Aircraft Industries number 
on August 24. 

* * a 
A promotion folder for the 
Christmas Shopping Number of 


Sketch claims that 45.83 per cent 
of Sketch readers enjoy an income 
of £2,000 per annum or more, 18 


per cent of these being in the 
£5,000 or over class. 
* * * 
Psychology, the monthly, will 


increase its price from ls. 3d. to 
ls. 6d. with effect from the October 
tissue. 
* * ~ 

ABC figures for the Dalesman 
are: January-June, 1955, 24,424; 
1955, 25,412; —e 
26,300, 


July-December, 
ary-June, 


1956, 


Ideal Home is to make an award 
of merit to the architect or archi- 
tects responsible for work of out- 
standing design or enterprise. The 
first two awards will be made to 
two Hertfordshire architects for 
their unusual design of a one-floor 
home, to which the March number 
of the magazine devoted 14 pages, 
and to a Torbay architect-owner of 
a house built on a difficult rock- 
face site, featured in the August 
number. 

* * * 

ABC figures for these two 
Odhams Press Ltd. publications 
were issued this week :—Every- 
woman, Jan.-June, 1955, 369,040; 
July-Dec., 1955, 368,990; Jan.-June, 
1956, 379,037. Mother, Jan.-June. 
1955, 79,097; Jul _ 77,458 ; 
Jan. come 1956, > 


The ABC Sai for the “Drogheda 
Independent, which was 16,622 a 
year ago and 16,655 six months ago, 
has risen to the all-time record of 
17,274 for the January-June 1956 
period. 


New directory 


Publisked by John Worrall Ltd.. 
Oldham, in association with the 
Textile Machinery and Accessory 
Manufacturers’ Association, a new 
directory, Textile Machinery Index, 
catalogues the activities of the tex- 
tile engineering and accessories in- 
dustry. 

* + - 

For the second year, a party of 
Cycling (Temple Press) readers 
visited Paris for the finish of the 
Tour de France cycle race. The 
party numbered 115 Reserved 
compartments on both journeys in 
French and in British trains bore 
coloured window bills publicising 
the excursion. 

* * 

William Carter (Belfast) Ltd., 
who are producing the Irish Textile 
News as a controlled circulation 
magazine, announce that advertising 
rates for the full page will be £14 
(one insertion), £12 (per insertion 
for six) and £10 (per insertion for 
12). Colour £5 extra. Full page 
size is 8 inches by 54 inches. 

* ~ 

Over 52,000 entries were received 
for Hulton Press Ltd.’s Eagle, Girl 
and Swift painting competition. The 
best two hundred of the paintings 
will be displayed in the Children’s 
Academy at the Boys and Girls 
Exhibition at Olympia between 
August * and pee 8. 

» 


The fifth olin of Overseas 
Newspapers and Periodicals 
6d.;  card-cover edition, 
7s. 6d.), issued by Publishing and 
Distributing Co., Ltd., London, lists 
hundreds of publications, with de- 
tails of their sale, periodicity, 
screen, column sizes, advertisement 
tates, etc. under more than 
headings. Copies of the Ss 
edition will be supplied free 
readers who can use it for aodleg 
ing their export trade. The same 
firm have also issued the ninth 
edition of oi tee Overseas Directories 


Who's Who, Press Guide, and Y 
Books (S8.). ed 
The 10th Review 


published by the Yorkshire Even- 
ing News in association with the 
National Farmers’ Union will be 
available in October. It will con- 
sist of a separate supplement of 
eight full pages. 
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AL Seribas « 


WOMANS JOURNAI 


Exclusive colour photographs of the 
Duke and Duchess of Gloucester 
and their two sons Prince William 
and Prince Richard, “At Barnwell 
Manor,” will be featured in the 
September — of Woman's 


x * * 

The Sydney Morning Herald will 
present a second Survey of Austra- 
lian Aviation during Air Force 
Week in Australia, commencing 
September 10. 

- * * 

Foreign aviation journals repre- 
sented in the United Kingdom by 
Albert Milhado & Co., Ltd, will 
produce special issues for the Farn- 
borough Air Show. The journals 
are: Luftfahrttechnik, Der Flieger 
(Germany), Air Revue (Belgium), 
Aviation Magazine (France), De 
Viiegende. Hollander (Holland). 
Iimailu (Finland) and Revista Aerea 
(South America) 


ADVERTISER'S WEEKLY 


We Hear 


Chappie Ltd.. manufacturers of 
Chappie, Kit-E-Kat, Lassie and 
Meet, have changed their name to 
Petfoods Ltd. 

* a * 

The Birmingham Exchange and 
Engineering Centre will exhibit at 
the forthcoming Vienna Trade Fair 
(September 9 to 16). 

* * * 

Albert Paper Mills Ltd., of Ret- 
ford, Notts., has changed its name 
to Spicers Board Mills Ltd. 

* * + 

Campbell-Johnson Lid. have been 
appointed public relations consul- 
tants to the Tobacco Manufacturers’ 
Standing Committee, recently 
formed to assist research and make 
information available on all ques- 
tions relating to smoking and health. 

* * * 

A new three-colour label for their 
County Ale bottles is being intro- 
duced by Fremlins Ltd. The tabel 
is pre-eminently red with reverse 
white lettering. “County Ale” is 
carried in the centre panel of yellow 


- - . 
The Brown & Polson Group of 
Companies has standardised its 


group operating name. All British 
operations of the three companies 
in the group—Corn Products Co. 
Ltd., Feculose Co. Ltd. and Farina 
Dextrin Ltd.—are now being con- 
ducted under the name of Brown & 
Polson Ltd. 
* * * 

Scottish Aviation Lid. have issued 
a 40-page brochure to boost sales of 
their Pioneer series of planes. 


PICTORIAL oust) 


PUTS YOU RIGHT IN 


THE IRISH PICTURE 


HEAD OFFICE 
31 Westmoreland St., Dublin 
Telephone : 75871 


LONDON OFFICE: 
59 Fleet Street, E.C.4 
Telephone ; FLEet St. 4350 


1s THE 
“” $TRONGEST OF 
THE WEEKLIES 


Healthy circulation, long life, 
widespread, even coverage. 


(Member of Audit Bureau of Cireulations) 
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ADVERTISER'S WEEKLY 


LIQUID PROCESS CONTROL 
with meters made by - 


Stratford House 
9 Eden Street, London, N.W.1 

FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 


HE specialised monthly 
journal dealing with all 
civil engineering in which 


earth-moving and earth- 
moving equipment are in- 
volved—open-cast coal and 
iron ore, hydro-electric 
developments, land re- 
clamation, harbours and 
docks, coast defence works, 
river widening, canal con- 
struction, etc. 


MUCK SHIFTER 
and Public Works Digest 
is another publication of the 


LEONARDIHILL 
TECHNICAL GROUP 


CORROSION TECHNOLOGY 
MANUFACTURING CHEMIST 
FIBRES (NATURAL AND SYNTHETIC) 
PAINT MANUFACTURE 
WORLD CROPS—ATOMICS 
FOOD MANUFACTURE 
POTTERY AND GLASS 
BUILDING MATERIALS 
MUCK SHIFTER 
PETROLEUM 
CHEMICAL AND PROCESS 
ENGINEERING 


All published at 
Stratford House, 
Eden St., London, N.W.1 
Specimen copies on request 


| 


| 


| 


Biggest-yet drive by Berkshire 


The girl on the zebra—trade mark for Berkshire Nylons—-will be featured 
in their biggest advertising campaign by Berkshire Knitting (Ulster) Ltd., 
which will be launched on September 1. : : aa he 

Advertisements in full colour and black and white will be appearing in 
the Sunday Express, Observer, Sunday Times, Vogue, Harper's Bazaar, 
Vanity Fair, Woman, Woman's Own and Everywoman. ‘ 

Display and point-of-sale material will be available to tie up with the 


Berkshire Girl national press campaign. 


& Partners Ltd. 
Cheap teas to be 


marketed soon 


Two of the leading tea giants 
plan to put a new 9d. a quarter 
tea on the market shortly. The 
new packs will be the cheapest on 
the market since before the war. 

J, Lyons & Co. Lid., will present 
the new buff label pack to the 
public on Monday. It will be 
backed by an intensive point-of- 
sale campaign, placed direct. 

Spottiswoode Advertising Ltd., 
handling publicity for Brooke Bond 
& Co. Ltd., say no marketing date 


| is yet fixed for their new tea—and 


there is no campaign booked. 


GLEEM ON TV 


Silexine Paints Ltd. have booked 
a spot for Gleem, their one-treat- 
ment floor finish, on the commercial 
TV “Things for the Home” maga- 
zine programme to back their 
autumn sales drive in the Radio 
Times and popular women’s press. 
Agents are E. Walter George Ltd. 


Agents are Legget Nicholson 


Programme re-booked | 


Following the success of a six- 
programme campaign on Radio 
Luxembourg to boost Smoke true- 
grey colour rinse, Edward Harlene 
Ltd. have re-booked the programme 
till the end of September. Agents 
are James M. Greenwood Advertis- 
ing Ltd. 


New-type record 


Pye Nixa Group Records are 
marketing what is described as the 
first break-resistant 78 rpm record. 
Point-of-sale displays and their Radio 
Show stand will be used to launch 
sales. The promotion is being 
placed direct. 


Nigel Rainbow clients 

Owing to an error in the agency’s 
press release, Scientific Instruments 
Ltd. were last week stated to be new 
clients of Nigel Rainbow & Partners 
Ltd. The name of the new account 
should be United Scientific Instru- 
ment Makers Ltd. 


CURRENT ADVERTISING AT A GLANCE 


Accounts 


WHIFFEN & SONS LTD., indus- 
trial and pharmaceutical chemical 
division of Fisons Ltd., for Roles 
& Parker Ltd. 

COSTA BRAVA WINE CO., Pere- 


lada Spanish Champagne, for 
Nicholls Dorrity Advertising Ltd. 
DENHAM’S ENGINEERING CO., 


LTD., for Nigel Rainbow and 
Partners Ltd. 
JAMES MASON & SON (LEEK) 


LTD., for Rex Publicity Service 
Ltd. 
WILLIAM BRANDTS (WALLPLY) 


LTD., -super hardboard for 
Frederick Aldridge Ltd. 


Campaigns 


| EDWARD HARLENE LTD., using 


| 
| 
| 


| 


Radio Luxembourg and women’s 
magazines for Smoke deep bru- 
nette and Smoke velvet brown 
colour rinses. (James M. Green- 
wood Advertising Ltd.) ‘ 

SILEXINE PAINTS LTD., using 
commercial TV, Radio Times 
and women’s press in autumn 
sales drive for Gleem floor finish 
(E. Walter George Ltd.) 

R. V. MARRINER KNITTING 
WOOLS, using women’s maga- 
zines and trade journals. (Bennet 
Williams Advertising Ltd.) 


_LION FIREWORKS LTD., using 


juvenile journals and provincial 
newspapers. (Bennet Williams 
Advertising Ltd.) ? 
SEAGRAM LTD., backing autumn 
press campaign for Captain 
Morgan, Old Charlie and Myers’ 
Planters’ Punch rums with point- 


of-sale. (John Hobson & Part- 
ners Ltd.) 
BERKSHIRE KNITTING 


(ULSTER) LTD., using Sunday 
papers, and leading women's 
magazines in autumn campaign 


for Berkshire Nylons. (Legget 
Nicholson & Partners Ltd.) 
BRITISH CELANESE LTD., using 
national papers and trade press 
in spring campaign for Troika 
jersey fabric. (G. S. Royds Ltd.) 
MORPHY-RICHARDS LTD., using 
half-pages in national press for 
Regent, Popular and Imperial, 
new electric blanket range. 
(Spottiswoode Advertising Ltd.) 
FANTASIE FOUNDATIONS 
LTD., using Sunday Express. 
Observer, Sunday Times, Daily 
Telegraph, Harper's Bazaar, The 
Queen, Sketch, Tatler, Vanity 
Fair and Vogue for Tahiti, Gina, 
Colour Girl and Panteez-Corse- 
lette. (Glovers Advertising Ltd.) 
ARCHIBALD KENRICK & SONS, 
LTD., using London evenings, 
provincial and trade press for 
Shepherd castors, in autumn cam- 
paign. (A. N. Holden & Co., 


Ltd.) 
BRITISH PAINTS LTD., using 


trade press and commercial TV in | 


the autumn, commercial TV, 
national dailies and weekly maga- 
zines in spring campaign, for 
Luxol, new paint. (Erwin Wasey 
& Co., Ltd.) 

PYE NIXA GROUP LTD., using 
Radio Show stand and _ point-of- 
sale window displays for break- 
resistant 78 rpm 
(Direct.) 


GOSSARD LTD., using Woman's | 


Own, Woman, Daily Express, 
Daily Mirror and \eading provin- 
cial papers in autumn drive for 
Perma-lift bras. (A. §. Dixon 


td.) 

CORSETS SILHOUETTE LTD. 
using Sundays, national dailies, 
provincial press and women’s 
magazines in Little X corsets 
campaign breaking September 3. 
(R. S. Caplin Ltd.) 


records. } 


Auaust 10, 1956 


The acid 
Bath test 


Take one new Press advertis- 
ing campaign for any consumer 
product, operate it on a pilot 
scale in the Bath Chronicle alone 
—and you'll get a reliable indica- 
tion of its potential effect on the 
whole of Britain. 

Why ? 

Firstly, because all classes, 
Leisured, Business, Professional, 
Industrial and Agricultural, are 
represented in Bath and its 
adjacent country areas. 

Secondly, this ONE paper 
gives you positive blanket cover- 
age of them all—1} copies are 
sold for every household in the 
city, and it also has a big circu- 
lation in West Wilts and North 
Somerset through the Branch 
Offices at Trowbridge, Chippen- 
ham, Devizes, Radstock and 
Keynsham. 

Thirdly, space costs only 10/- 
per s.c.i., so your answer will be 
economical as well as accurate. 


In any schedule intended to 
cover the West, this prosperous 
area can only be reached through 
the Bath Chronicle. 


You’re selling to Britain in 
miniature when you're selling 
to BATH through the 


* Not to mention the three weeklies which 
reach the prosperous West Countryman at 
week-ends when he has the time to read 
them:—SOMERSET GUARDIAN, WILT- 


SHIRE NEWS & BATH WEEKLY 
CHRONICLE. Get full details from S. H. 
Roberts, 134 Fleet Street, London, E.C.4, 
Arnold Ellis, Cromford House, Market 
Street, Manchester 4, or Head Office, 33 


| Westgate Street Bath. 
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1956 


AUGUST 


APPOINTMENTS VACANT 


COPYWRITER 
IDEAS MAN 


required by busy and progressive 


Advertising Agency in West 
Central area, who have just 
moved to larger premises. 


Agency experienced man about 
30 who can work speedily is in 
mind. Excellent prospects. State 
age, experience and salary 
required. 

Box 4218 
Advertiser's Weekly 180 Fleet St €C4 


SECRETARY to Managing Director of 
small advertising agency near Baker 
St. station, wanted carly September. 
Nice progressive job for woman of 
between 30 and 40, with wide Agency 
experience and capable of taking 
charge when necessary. Write, stating 
experience fully and salary required 
Box 4210 Ad. Weekly 180 Fleet St BC4 


LETTERING /LAYOUT ARTIST 


REQUIRED 


for studio of London Agency. 
week. Holiday arrangements 
oured. Please write to 


Box 4045 
Advertiser's Weekly 180 Fleet St €C4 


5-day 
hon- 


COPY DETAIL MAN accustomed to 
operating press and block schedules, 
aged 20/25, to work in one of our 
group teams. This post has good 
Prospects. commencing salary £400/ 
£450 —p.a. Write fullest personal 
details to Production Director, Ripley 
Preston & Co. Ltd., Ludgate House, 
107/111 Fleet Street, E.C.4. 


| 
| 
| 
| 
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CLASSIFIED ADVERTISEMENTS 


RATES : APPOINTMENTS VACANT, 4s. per line, 45s. per display pane! inch. 
APPOINTMENTS WANTED, 3s. 6d. per line, 40s. per display panel inch. Ali other 
classifications, 4s. 6d. per line, 50s, per display panel inch. Minimum, 3 lines. “Bes 
No. charge, one line plus Is. covering postage, etc. Series rates on application : all 
advertisements under seven insertions MUST BE PREPAID. Address ‘Advertiser's 
Weekly,” 180, Fleet Street, London, E.C.4. WATerloo 3388 (Ex. 25). 


APPOINTMENTS VACANT 


STUDIO IRWIN TECHNICAL © 
LIMITED 


Interesting and progressive positions for 
Technical Authors 
Illustrators and Draughtsmen 
for work on mechanical and electronic subjects. 
Write giving particulars 
Studio Irwin Technical Ltd., 118 Chancery Lane, W.C.2 
Tel. No. CHAncery 4141 


WEST END ADVERTISING AGENCY , PROCESS ENGRAVERS require Inside 


has vacan in accounts department Contact Man. Knowledge of blocks 
for Clerk/Typist. Knowledge of Poster essential Capable of dealing with 
Advertising Accounts and Contracts clients on the telephone with initiative 
essential Apply, letter only, C. J "Phone: WATerloo 


and intelligence 
Lytle (Outdoor Publicity) ion. 2, 3 | 3621 


and 4, Dean Street, London, W.1. = 

POSTER ADVERTISING. Posting CREATIVE LAYOUT ARTIST. The 
Manager wanted for small company. Advertising Department of Frigidaire 
State full details of experience, age | has a vacancy which offers consider- 
and remuneration expected, in strict able scope and opportunity to an artist 


who can produce finished roughs from 

his own visuals. ¢ will have an 

assistant and charge of the art and 
| photographic side of the department 
Knowledge of magazine make-up, 
| design for literature and art buying an 

advantage. Write, stating age, details 
| of past career and salary required, to 
the Personnel Manager, rigidaire 
Division of General Motors, Lid., 
Stag Lane, Kingsbury, N.W.9 


confidence, to Huddersfield Bill Post- 
ing Co., Ltd., 30, Estate Buildings, 
Railway Street, Huddersfield. 
EXHIBITION DESIGNER. A leading 
London Contractor has a position 
open in studio for first-class stand de- 
signer with modern technique.  Per- 
manent oa good wages and con- 
ditions. Ap | 
Box 4219 AS. Weekly 180 Fleet St EC4 


is what we want. . 


WHAT IS A DESIGNER ? 


A Designer is a man (or woman) who can 
create an advertising campaign in 
co-operation with other people and develop it 
most effectively in its visual form. 

He has an eagle eye for detail and thinks 
broadly. He is flexible but stubborn. 

He has an astonishing knowledge of the 
possibilities of all media and he has 

never grubbed around in a mental rut 

in his very superior life. 

That is our definition of a Designer and that 
. a Designer. 


If this is you to the life, you can 
have the salary you expect and pleasant 
working conditions. Please write to: 


THE SECRETARY, 


C. R. CASSON LIMITED, 6 ALDFORD STREET, W.1 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 
COPY-CONTACT 


Experienced copy-writer 


with 
comprehensive agency background 
required by growing agency. Write 
giving details to 

Box 4166 
Advertiser's Weekly 180 Fleet St EC4 


STUDIO JUNIOR required by London 
Advertising Agency. Good lettering 
for layouts, with sense of colour and 
figure-work. Must have full Art 
School training. No specimens at this 
stage. For appointment, write, with 
particulars, to 
Box 4208 Ad. Weekly 180 Fleet Si EC4 


KEY STAFF 
WANTED 


See display advertisement 
on page 31. 


TECHNICAL ARTIST 
ability to 
tising 
wanted 
operating. Wri 
Box 4206 Ad Weekly 180 Fleet St BC4 

WATFORD AREA, First-class General 
Artist wanted Experience essential 
Telephone or write for appointment 
Bean Advertisin Ltd.. 8 Station 
Road, Watford. Tel.: Gadebrook 3491. 


wired with 
PY mee layout for Adver- 

a first-class Retoucher 
Bonus one pension schemes 


Apply 


General Manager 


Temple Bar 6600, 


When you're a 
typographer 
| at McCanns 
then you are a 


TYPOGRAPHER 


We have room for one more 


McCANN -ERICKSON ADVERTISING LTD. 


Brettenham House, Lancaster Place, London, W.C.2. 


Phone your classifieds 


to WAT 3388 (Ex. 
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ADVERTISER'S WEEKLY 


‘CLASSIFIED ADVERTISEMENTS 


unusual 
opportunity for 


SPACE 
SALESMAN 


in the 
NORTH 


A representative is required to work on 
own initiative selling space for several 
monthly magazines appealing to women. 
These are big circulation magazines 
covering a very wide field. He would be 
based on Manchester and provided with 
a car. 

Sound experience selling to National 
advertisers at top level is essential. 

Write in strictest confidence, giving de- 
tails of experience, terms required and 
when available. Present staff is aware of 
this vacancy. 


Box 4222 
Advertiser’s Weekly 


180 Fleet St EC4 


AuGust 10, 


1956 


APPOINTMENTS VACANT 


SOLARTRON 
PUBLICITY MANAGER 


We are seeking an outstanding man capable of advising the 
Board on all publicity and advertising matters who also has the 
ability to build up and lead effectively a team of technical 
writers and publicity assistants. This is a challenging and 
stimulating opportunity with the rapidly expanding ae 
Group of Companies who manufacture a wide ‘range of elec- 
tronic test equipment and industrial control equipment for an 
international market. 

Wide experience in the fields of technical writing, publicity; 
advertising and modern methods of exhibition and display 
planning will be necessary and an extensive understanding of 
electronics or a similar technical field is almost essential. 

This is a position offering great scope and an excellent future 


scheme. 


and will carry a substantial four figure salary. 
The Group operates a generous non-contributory Pension 


Apply in writing, giving full details of past experience, to the 


Personnel Director, The Solartron Electronic Group Ltd., 
Queens Rd., Thames Ditton, Surrey. 


PUBLICITY DEPARTMENT of multi- 
ple firm requires Assistant to handle 
press relations, but with an ability to 
organise and write advertisement copy 
Age 25-30 Write, giving particulars 
of experience, age and salary required, 


to 
Box 4211 Ad. Weekly 180 Fleet St EC4 


D.0.W.S. 


DOLAN DAVIS WHIT- 
COMBE & STEWART LTD. 


Require another TRAFFIC ASSIST- 
ANT to work on an important group of 
national accounts Young man with 
Production experience preferred. 5-day 
week. Luncheon Vouchers. 
Phone Production Manager, 10, Bruton 
Street, W.!. GRO 770! 


PRODUCTION /LAYOUT MAN offered 
plenty of scope in growing team 
Variety of interesting work; congenial 
surroundings—and no rush hour 
travel. Interviews Saturday mornings 
Harwood Press, 21-49, West Street, 
Harrow. 


COPYWRITER 


An interesting opening exists 
at Harrods Ltd. for a young 
man or woman to write copy 
for a wide range of non- 
fashion merchandise. 


If you have the right ex- 
perience ; if you get on well 
with people ; and if you prefer 
the variety of work that a 
store offers, we should like to 
hear from you. 


But, you must have been 
writing copy for some time and 
have a good knowledge of 
advertising routine. An appre- 
ciation of artwork and layout 
would be an advantage but is 
not essential. 


Please write in the first 
instance, in confidence, to the 
Staff Manager, 
Harrods Ltd., London, S.W.1, 
giving full details of previous 
experience and salary required. 


| 


YOUNG ARTIST REQUIRED. Inter 
esting and progressive position for 
young artist, aged 16-21, in the Publi- 
city Department of a large Engineering 
Company in Central London. Ability 
essential, some previous experience 
desirable The position will become 
permanent and pensionable after a 
reasonable probationary period. Staff 
canteen and other facilities. Apply 
giving full particulars, to 
Box 4215 Ad. Weekly 180 Fleet St EC4 

YOUNG EXPERIENCED ARTIST re- 
quired for studio of multiple concern 
Able to produce smart original layouts 
for press advertisements and publicity 
material. Write, giving particulars and 
State salary required, to 
Box 4179 Ad. Weekly 180 Fleet St EC4 


EXPERIENCED 


GENERAL ARTIST 


REQUIRED FOR STUDIO IN 
COVENT GARDEN AREA 
Box 4133 
Advertiser's Weekly 180 Fleet St EC4 


ASSISTANT TO PRODUCTION MAN. 
AGER wanted, age 20-30 Leading 
Industrial advertising agency LP.A 
Pleasant atmosphere. Prospects. Pen- 
sion scheme. Write with history and 
present salary to 
Box 4183 Ad. Weekly 180 Fleet St EC4 


COUNTY COUNCIL OF MIDDLESEX 


PUBLIC RELATIONS 
OFFICER 


Applications invited for the appoint- 
ment of BLIC RELATIONS 
OFFICER to the County Council at 
a salary commencing at the minimum 
of the approved scale of £1,405 x £55 
to £1,625 p.a. (J.N.C. Grade “ D"’). 
Appointment will be to the staff of the 
Clerk of the Council, pensionable and 
subject to medical assessment and 
prescribed conditions. 


Applications in writing, stating age, 
qualifications and full details of 
experience and past and present 
appointments, with names and 
addresses of 3 referees, to be received 
by me not later than 28th August. 
(Quote T.319 A.W.) Canvassing dis- 
qualifies. 


KENNETH GOODACRE, 
Clerk of the County Council. 


Guildhall, 
Westminster, S.W.1. 


Phone your classifieds to WAT 3388 (Ex. 25) 
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AucGust 10, 1956 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT : 


BUSY 
ACCOUNT 
EXECUTIVE 


often away rom office requires 
a personal assistant (male) to 
keep work on the move and 
generally deputise. A young 
man with a firm personality and 
traffic control experience would 
be suitable. Full scope for initia- 
Write 
Box 4194 
Advertiser's Weekly 180 Fleet St EC4 


tive. 


ADVERTISEMENT REPRESENTA- 
TIVE. An opportunity exists for 
enthusiastic young man of pleasing 
personality to sell space for an ex- 
Panding group of well-established 
trade papers. Apply, in confidence. to 
Box 4226 Ad. Weekly 180 Fleet St BC4 


SPACE SALESMAN required for 
*“Official’’ maps; based Oxtord or Bir- 
mingham districts 
Box 4223 Ad. Weekly 


ESTABLISHED PUBLISHERS require 
experienced Space Salesman for ex- 
Panding local media 25% commis- 
sion; hotel and travel expenses paid 
Interviews, London, Birmingham and 
other centres 
Box 4220 Ad. Weekly 


180 Fleet St BC4 


180 Fleet St EC4 


e RETOUCHER 
e LETTERER 
e VISUALISER 


If you consider yourself thoroughly 
experienced in one of these spheres 
and have ambitions for the future, 
we would like to hear from you. 
On our side we offer a superan- 


9, Gough 


ADVERTISEMENT REPRESENTA- | 
TIVE required for London and | 
Home Counties area This position | 
offers excellent opportunity to appli- 
cant with experience and good sales 
record Age limit approximately 30- 
45. Write, stating age, experience and 
salary required, to Advertisement 
Director, United Trade Press, Ltd.. 


Square, 


London, E.C.4 


Experienced 


tions 


COMMERCIAL ARTISTS 


letterers required by old 
established London Studio 
class representative with Agency connec- 
Ample scope for right men and 


Iso first telephone 


appointment. 


nuation scheme and non-contribu- 
tory life assurance. From you we 
expect first-class work and willing- 
ness to produce that little extra 
effort when needed. Applications, 
giving details of capabilities and 
past experience,.to Mr. Finch, or 
Chancery 6055 


for 


women with enthusiasm and ability. G 
wages and conditions. Apply , 
Box 4228 


Advertiser's Weekly 180 Fieet Se EC4 


ADVERTISEMENT 
quired for 
publication 
administrative 


MANAGER _re- 
progressive monthly trade 
Sound sales record and 
experience necessary. 
This is a job for a young man with 
enthusiasm. Salary and commission 
terms Write. giving full details, to 
Box 4230 Ad. Weekly 180 Fleet St EC4 


RAPIER ARTS LTD. 
1 Farringdon Rd.,E.C.1 


SHORTHAND TYPIST required in 
Advertising Department of large Agri- 
cultural machinery firm in the City 
Working conditions and rates of pay 
excellent, Five-day week. Staff res- 
taurant. Pension scheme. Telephone 
CLE 8422 


LETTERING 
ARTISTS 


Immediate vacancies for ex- 
perienced and versatile men. 
First-class working condi- 
tions, salary and prospects, 
and the opportunity to work 
on a wide variety of inter- 
esting accounts. 


"Phone FLE 8831 
or write for an appointment to 


STUDIO;MANAGER 


ALFRED BATES 


& SON LTD., 
130 FLEET ST., E.C.4. 


FIRST-CLASS ARTISTS required; 
lettering and retouching Write for 
appointment to The Secretary. 

Box 4214 Ad. Weekly 180 Fleet Si EC4 

WELL-KNOWN PUBLISHERS require 
urgently Artist for Publicity Studio. 
Must have sound design, layout and 
lettering experience and be capable of 
producing ideas independently. Write 
Box 4229 Ad. Weekly 180 Fleet St BC4 


EXPERIENCED 
SPACE REPRESENTATIVE 


Man between 30 and 40, with 
successful selling record, required 
for very high quality women’s 
magazine. 


Box 4209 
Advertiser's Weekly 180 Fleet St EC4 


j 


Wanted 


FIRST RATE 


RETOUCHER 


Must be experienced in black and 
white work. Progressive studio. 
Excellent working conditions. 
Salary 


more than commensurate with ability. 


Write to: BOX 4221 
ADVERTISER'S WEEKLY 180 FLEET ST; EC4 


ADVERTISEMENT MANAGER 
quired for National Weekly 
of proved ability, able 
levels. Generous commission 
Box 4232 Ad. Weekly 

REPRESENTATIVE required by well- 
known and long established Photo- 
graphic Studio. Connection desirable 
Excellent opportunity for the right 
person. Reply 
Box 4233 Ad. Weekly 180 Fleet St BC4 


re- 
A man 
to sell at all 
Apply: 
180 Fleet St BC4 


Point-of-Sale and Exhibition 
Specialists in S.W. London 


Require 


SALES 
EXECUTIVE 


with first class connections. 
The right person can earn up to 
£2,000 p.a. Write in strictest 
confidence giving fullest parti- 
culars to Managing Director 


Box 4196 
Advertiser's Weekly 180 Fleet St €C4 


PHOTOGRAPHER, 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


SPACE SALESMEN 


can earn over £50 
weekly commission, car 
allowance 
Box 4224 Ad. Weekly 


Salary 


Reterences essential 


180 Fleet St BC4 


APPOINTMENTS WANTED 


with top line 
fashion advertising, colour, black / white 
experience, seeks remunerative change 
with more scope 


Box 4212 Ad. Weekly 180 Fieet St BC4 


RIGHT-HAND WOMAN, conscientious 


and adaptable, with 10 years’ personal 
secretarial experience in advertising 
seeks permanent, interesting and res- 
ponsible position (not necessarily 
secretarial) in Central London. Present 
salary £624 per annum. Two require 
ments only: reasonable employer and 
pleasant working conditions 

Box 4182 Ad. Weekly 180 Fleet St EC 4 


ENTHUSIASTIC 


Young South African gentie- 
man with intentions of settling 
in England early next year, 
seeks employment with a pro- 
gressive Advertising Agency. 
At present employed as Advertis- 
ing Manager of a group of Pretoria 
Departmental stores handling 
copy, layout and accounts. Eager 
to learn and will if necessary start 
from the bottom. 


Please write to: Brian J. Good- 
man, 255, Brooklyn Road, 
Brooklyn, Pretoria, S. Africa. 


* HAND-PICKED ” 
available.—The Wi © Agency, 
Wigmore St., W.1. HUNter 9951/2/3 


FREE LANCE SERVICES 


LAYOUT ARTIST (Ex 


ya 
6 


LuPY WRITER, 


Fig.) specialises 
in booklets, folders, etc 
Box 4121 Ad. Weekly 180 Fieet St BC4 


free lance, required 
Must be first-class. For provincia! 
agency, mainly on direct mail 

Box 4155 Ad. Weekly 180 Fleet St EC4 


BUSINESS OPPORTUNITIES 


DEEP GLOSS Metal-Glazed Showcards, 


another production of Dispro, The 
Laminators, are less expensive and of 
higher quality gloss. Increasingly used 
by leading advertisers. Ask for speci- 
men and estimate. Dispro Ltd., 36-38 
Peckham Road, S.E.5. Tel.: RODney 
7171 ( lines) 


SPEEDY PRINT SERVICE 


for all Advertising and Sales literature. 
Top Quality k-and-White and 
Colour photo litho. 
GOTHIC PRESS LIMITED 
Euston 5845. 42 Osnaburgh Street 
(Opposite Gt. Portiand St. Station) 


| OPENING IN SOUTH AFRICA. Part- 


Phone your classifieds to WAT 3388 (Ex. 25) 


ADVERTISING 


SPACE AVAILABLE 


nership available in established pub- 
licity consultant's practice. Small 
capital required 

Box 4002 Ad. Weekly 180 Fleet St BC4 
MAN, with excellent 
studio accommodation, wishes to meet 
representative and artists, to expand 
scope of present business. Profit shar- 
ing basis conidered. 

Box 4217 Ad. Weekly 180 Fleet St EC4 


PERSONAL 


HOLIDAY RELIEFS! District Mes- 
sengers are available for the quick 
delivery of letters and parcels. Regent 


1026, 191 Piccadilly, W.1 


ACCOMMODATION 


in light spacious 
studio for Free Lance Artists. Work 
available if required. Write to The 
Secretary, 

Box 4213 Ad. Weekly 180 Fleet St EC4 


FIRST-CLASS, spacious Studio Accom- 


modation for free lance, or group of 
artists at nominal rates. 
Box 4216 Ad. Weekly 180 Fleet St BC4 


«, ae es ae aa ae a5 ; Pe, - ef a —— 
a ii es | 
: 
lr 1 
ee ___— — Po 
———— ae {| 
eee = Se 
pe PS 
| 
a -————— 
Po 
ee 
\. — . 2 | q aa os a : . q ‘. - 


@ REGISTERED 
AT G.P.O. AS A 
NEWSPAPER 


ADVERTISER'S WEEKLY 


AuGusr 10, 1956 


Advertiser's 


Weekly V6 ue 


EDUCATIONAL SUPPLEMENT 


STOP PRESS 


Hulton Press 
ABC figures 


ABC figures for four Hulton Press 

Ltd. journals are (in order Jan.- 

June, 1955, July-Dec., 1955, Jan.- 

' Jane, 1956): “Picture Post” 950,165, 

925,324, 895,019 ; “Lilliput” 153,224. 
153,796, 150,359: “Housewife” 
207,129, 215,497, 232,915: “Farmers” 
Weekly” 173,525, 168,359, 168,365. 


Sydney C. Hillsdon has been 
made a director of Marketing Con- 
sultants Ltd. He has been ge 


to reach the authorities, sameee for the lat two years, afer 
the colleges and schools 


executive in 1949, 


The East Midland Allied Press 
Ltd. are to publish two special 
supplements in their group papers. 
In October, a “ Winter Warmth and 
Comfort” supplement will be run. 
For January, a self-contained detach- 
able “Holiday 1957” supplement is 
planned. Both will be circulated 
in more than 165,000 copies. Inclu- 
sive flat rate is £3 14s. per single- 
column inch. 


The Sth Gas Sales and Service 
Conference, arranged by the Gas 
Council, will be held at Harrogate 
on Tuesday, Wednesday and Thurs- 
day, October 1, 2 and 3, 1957. An 
exhibition of gas appliances will 
also be held. 


Hal Saward, who retired at the 
end of last session as chairman and 
instructor of the public speaking 
group of the Regent Advertising 
Club, has agreed to carry on as 
chairman of the group. Mrs. Joan 
Cabban will take over the 1956/57 
session as instructor. 

The session will begin on Septem- 
ber 27, at 6.30 p.m. for 7 p.m., at 
the club premises, and from then on 
will be held every Thursday until 
the end of March approximately. 


In the first week of the new 
Barber's Tea competition launched 
in the Midlands by Daphne Padell 
in TV Advertising Ltd.'s produc- 
tion, “It’s a Woman's World,” more 
than 3,500 entries were received, 
each accompanied by the top of a 
Barber’s Tea packet. More than 
200 women wrote to say they could 
not obtain the tea at their local 
grocers, and asked where they 
could buy it. “From this we have 
already opened 95 new accounts 
with grocers,” says Stanley Fair- 
clough, managing director of 
Barber's Teas Ltd. “We are 

PUBLISHED EVERY FRIDAY continuing to follow up each new 
PRESS DATE: 7 DAYS PRECEDING enquiry received.” 


“British Automobiles Overseas” 
(Associated [liffe Press) is to pub- 
lish two special numbers in Septem- 


Printed by St. Clements Press Limited, Portugal Street, Kingsway, London, W.C.2 


ber and October, the former for the 
Commercial Motor Show and the 
latter for the Motor Show. 


2, for the proprietors, Business Publications Limited, 


f registered offices: 180 Fleet Street, London, E.C.4, England (Waterloo 3388). 
Advertisement, Editorial and Sales office : 


Mercury House, 109-119 Waterloo Road, London, S.E.1 (Waterloo 3388) 
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